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PHILIP MORRIS INTERNATIONAL 
HIGHLIGHTS 
MARCH 1993 

MONTH 


VOLUME (billions) 


INCOME FROM OPERATIONS (S millions) 

Actual vs. Budget % vs. 1992 


Actual vs. Budget % vs. 1992 

Cigarettes (Bio) 39.0 +1.8 17.8% 

Food (M Metric Tons) 25.1 +02 24.4% 


$209.4 - $ 20.7 + 25.9 % 

Variance to Budget 

Cigarettes: 

Higher volume for EEC Duty Free, Russia/Other Eastern Europe, 
the Middle East and Japan, partially offset by lower volume for 

France, Germany, Switzerland, Spain, Asia Duty Free and Brazil. 

Food: 

Higher volume for Argentina (Suehard and Alimentos) and Brazil 
(Sorvane), partially offset by lower volume for Brazil (Kibon) and 
Venezuela, 


Variance to Bndget 

Lower volume (Germany, France, Switzerland and Asia Duty Free, 
partially offset by timing of shipments to Turkey and the Middle 

East) and an increase in the provision for Russia/Other Eastern 

Europe asset exposure, partially offset by currency transaction 
gains on Yen receivables and higher dividend income. 


YEAR-TO-DATE 


VOLUME (billions) 


INCOME FROM OPERATIONS ($ millions) 

Actual vs. Budget % vs. 1992 


Actual vs. Budget % vs. 1992 

Cigarettes (Bio) 120.6 + 0.9 14.9 % 

Food (M Metric Tons) 795 +53 25.7% 


$ 7015 + $ 102 + 19.7 % 

Variance to 1992 

Qaarettes: 

Higher volume for Italy, EEC Duty Free, Czech Republic (new 
business), Russia, Turkey, West and Central Africa, Japan, the 
Philippines and Argentina, partially offset by lower volume for 
Germany, Poland and Romania. 


Variance to 1992 

Higher volume and pricing, and higher dividend income, partially 
offset by currency translation. 

Food: 

Higher volume for all markets except Brazil (QRK). 






Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 







PHILIP MORRIS INTERNATIONAL 
EXECUTIVE SUMMARY 
FIRST QUARTER 1993 


First quarter unit volume of 120.6 billion was 0.9 billion above budget and 14.9% ahead of 1992 due mainly to higher volume for Italy, EEC 
Duty Free, Czech Republic, Russia, Turkey and Japan. U.S. Exports reached 32.1 billion, 4.0 billion above budget and 24.6% ahead of 1992. 

In Germany, first quarter volume of 12.7 billion was 5.4% below 1992 due to downtrading to tobacco rolls and cross-border sales. The market 
was down 10.8% versus last year, while our share increased 1.4 pp to 36.7%, led by Marlboro Lights up 1.1 pp to 5.7%. The rolls segment 
reached 3.7 billion sticks for the quarter, doubling last year’s volume. In March, Marlboro Rolls achieved a 25.0% segment share, up 7.8 pp 
versus the prior month and only 4.2 pp below the segment leader, Reemtsma's West Quickies. In Italy, March sales of 3.3 billion units brought 
first quarter volume to 13.8 billion, 0.5 billion below budget but 30.7% ahead of 1992 due to stock replenishment following the end of the strike, 
and the impact of last year's suspension of three of our top brands. Shipments to France of 2.1 billion brought first quarter volume to 7.5 billion 
units, 1.0 billion below budget but 1.1% ahead of 1992. The market was up 0.1% in March, the first increase in volume since the January 18 
price increase. PM's market share for the month increased 0.2 pp to 27.2%. Chesterfield International continues to benefit from its FF10.00 
positioning, achieving a 6.1% share in March, up 5.3 pp versus last year. L&M 25s, launched last October, reached a 0.9% share due to the 
growing demand for 25s brands, In Spain, first quarter industry volume was down 19.8% from 1992 due to consumer downtrading following 
the January 1 price increase and higher cross-border sales. March quarter volume of 2.5 billion units was 1.1 billion below budget and 4.5% 
below 1992. Our recently launched L&M brand reached a 1.6% share in the month. 

In Lithuania, on March 31, PM acquired 65.2% of the Klaipeda Tobacco Factory (KTC) for $12.5 million. The total payment for 100% of 
KTC's shares will be $14.0 million, plus $32 million for capital expenditures and working capital. In Russia, first quarter sales of 3.8 billion 
units were 1.6 billion below budget due to a deteriorating economic environment. In the Czech Republic, we sold 4.3 billion units for the 
quarter, 0.2 billion below budget. In Turkey, first quarter sales of 3.4 billion units were on budget and twice last year's volume due to the 
reduction in the price gap with Tekel 2000 and the retail price stability. 

Exports to Japan of 9.1 billion units for the quarter were 1.0 billion above budget and 14.0% ahead of last year due to timing of shipments. Our 
year-to-date market share was 11.9%, up 0.4 pp versus 1992. 

In the Philippines, first quarter sales of 3.5 billion, were 13.7% above 1992 and 0,3 billion ahead of budget due to stable price gaps. In Hong 
Kong, first quarter sales of 0.8 billion was 2.1% above budget but 19.5% below 1992 due to a slower than expected market recovery following 
the March 3 excise/price increase, coupled with increased presence of unofficial imports. In Korea, sales for the quarter at 0.6 billion was 14.7% 
above 1992 due to the growth of Virginia Slims and Marlboro. 

In Argentina, first quarter sales were 5.1 billion units, 9.0% above last year. March market share reached 55.0%, up 3.6 pp versus 1992 and led 
by Marlboro, which achieved a record 28.3% share. Latin America Food volume of 79.5 thousand metric tons for the quarter was 25.7% above 
last year due to higher volume in all markets except for Q-Refres-Ko in Brazil. 

Income from operations for the first quarter was $701.5 million, 19.7% above 1992 and $10.2 million ahead of budget. 
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PHILIP MORRIS INTERNATIONAL 
REGIONAL UNIT VOLUME 

(Units in Millions) MARCH 1993 



MONTH 




YEAR - TO - DATE 


Actual 

1993 

Actual 

1992 

Variance 
vs. Budget 
Fav/(Unfav) 

Percent 
Inc/(Dec) 
vs. 1992 


Actual 

1993 

Actual 

1992 

Variance 
vs. Budget 
Fav/(Unfav) 

Percent 

Inc/(Dec) 
vs. 1992 

13,778.0 

12,661.0 

(915.0) 

8.8 % 

EEC 

46,670.5 

41,541.8 

(1,352.5) 

12.3 % 

10,382.3 

6,648.4 

168.3 

56.2 

EEMA 

29,651.8 

20,767.1 

(2,140.2) 

42.8 

3,995.4 

3,424.3 

399.4 

16.7 

JAPAN 

10,240.3 

9,003.3 

661.3 

13.7 

3,687.5 

4,278.2 

(107.5) 

(13.8) 

ASIA/PACIFIC 

14,047,3 

14,030.4 

604.3 

0.1 

6,735.8 

5,914.6 

(36.2) 

13.9 

LATIN AMERICA 

19,283.3 

19,182.3 

(92.7) 

0.5 

331.5 

165.4 

126.5 

100.0+ 

DUTY FREE SALES (U.S.A.) 

679.4 

450.0 

94.4 

51.0 

76,8 

— 

2,175.8 

100.0+ 

INTER-REGIONAL ADJUSTMENTS 

76.8 

— 

3,106.8 

100.0+ 

38,987.3 

33,091.9 

1,811.3 

17.8 % 

TOTAL CIGARETTE VOLUME 

120,649.4 

104,974.9 

881.4 

14,9 % 

25,098.0 

20,176.0 

205.0 

24,4 % 

FOOD VOLUME (METRIC TONS) 
LATIN AMERICA 

79,540.0 

63,272.0 

5,296.0 

25.7 % 
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PHILIP MORRIS INTERNATIONAL 
REGIONAL UNIT VOLUME - SUMMARY BY BRAND* 
(Units in Millions) MARCH 1993 



Marlboro 

Red 

Marlboro 

Lights 

Other 

Marlboro 

Total 

Marlboro 

Philip 

Morris 

L&M 

Lark 

Merit 

Chesterfield Parliament 

Virginia 

Slims 

All 

Other 

Total YTD 

EEC 

24,710.3 

5,026.4 

139.4 

29,876.1 

4,605.6 

1,149.8 

57.3 

2,513.0 

2,189.0 

115.9 

0.0 

6,163.8 

46,670.5 

EEMA 

12,537.5 

2,344.7 

194.3 

15,076.5 

629.2 

2,555.6 

44.5 

393.1 

1,207.8 

616.5 

0.1 

9,128.5 

29,651.8 

Japan 

770.2 

365.2 

6.0 

1,141.4 

1,201.5 

90.3 

4,530.5 

747.1 

0.0 

1,703.0 

780.2 

46.3 

10,240.3 

Asia/Pacific 

7,252.7 

949.0 

153.5 

8,355.2 

1,559.2 

47.6 

17.6 

15.3 

5.0 

327.9 

424.6 

3,294.9 

14,047.3 

Latin America 

7,724.9 

1,201.3 

10.0 

8,936.2 

207.3 

1,806.4 

244.1 

48.6 

255.0 

340.5 

55.3 

7,389.9 

19,283.3 

Duty Free U.S.A. 

307.9 

94.6 

14.1 

416.6 

1.2 

4.9 

7.2 

8.9 

0.3 

6.8 

5.5 

228.0 

679.4 

Inter-Regional 

76.8 

0.0 

0.0 

76.8 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

0.0 

76.8 

TOTAL 1993 

53,380.3 

9,981.2 

517.3 

63,878.8 

8,204.0 

5,654.6 

ssssssts 

4,901.2 

3,726.0 

3,657.1 

3,110.6 

1,265.7 

26,251.4 

120,649.4 

% of Total 1993 

44.2% 

8.3% 

0.4* 

52.9% 

6.8% 

4.7% 

4.1% 

3.1% 

3.0% 

2.6% 

1.0% 

21.8% 

100.0% 

TOTAL 1992 

49,914.5 

8,348.4 

2SS2SS 

347.4 

58,610.3 

7,238.6 

3,449.6 

4,419.6 

2,972.0 

2,949.5 

2,398.4 

1,020.1 

21,916.8 

104,974.9 

% of Total 1992 

•§* 

47.5% 

8.0% 

0.3% 

55.8% 

6.9% 

3.3% 

4.2% 

2.8% 

2.8% 

2.3% 

1.0% 

20.9% 

100.0% 

1993 VS. 1992 (%) 

6.9% 

19.6% 

48.9% 

9.0% 

13.3% 

63.9% 

10.9% 

25.4% 

24.0% 

29.7% 

24.1% 

19.8% 

14.9% 






* International Brands with U.S. Heritage. Page 4 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 












































































PHILIP MORRIS INTERNATIONAL 
UNIT VOLUME - MAJOR MARKETS - CIGARETTES 
(Units in Millions)_ MARCH 1993 


MONTH 



YEAR-TO 

-DATE 




Variance 

Percent 




Variance 

Percent 

Actual 

Actual 

vs. Budget 

Inc/(Dec) 


Actual 

Actual 

vs. Budget 

Inc/(Dec) 

1993 

1992 

Fav/(Unfav) 

vs. 1992 

Market 

1993 

1992 

Fav/(Unfav) 

vs. 1992 

3,992.0 

3,830.2 

(210.0) 

4.2 % 

Germany 

12,684.2 

13,411 8 

“(442.8) 

(5.4) % 

3,301.2 

3,149.7 

(697.8) 

4.8 

Italy 

13,756.8 

10,521.6 

(542.2) 

30.7 

2,076.9 

2,258.4 

(501.1) 

(8.0) • 

France 

7,458.1 

7,374.6 

(953.9) 

1.1 

691.6 

893.0 

(328.4) 

(22.6) 

Spain Mainland 

2,497.2 

2,615.2 

(1,089.8) 

(4.5) 

880.7 

507.7 

278.7 

73.5 

EEC Duty Free 

2,876.0 

1,498.4 

849.0 

91.9 

518.8 

613.6 

(141.2) 

05.4) 

Switzerland 

2,188.5 

1,888.7 

306.5 

15.9 

169.3 

329.8 

(99.7) 

(48.7) 

Finland 

723.8 

938.6 

(292.2) 

(22.9) 

1,501.8 

72.6 

(19.2) 

100.0+ 

Czech Republic 

4,346.8 

361.9 

(160.2) 

100.0+ 

340.7 

600.9 

(117.3) 

(43.3) 

Poland 

989.9 

1,578.0 

(289.1) 

(37.3) 

115.8 

250.0 

(215.2) 

(53.7) 

Romania 

256.5 

639.5 

(784.5) 

(59.9) 

258.8 

318.7 

(62.2) 

(188) 

Hungary 

851.1 

924.6 

(193.9) 

(7.9) 

1,957.5 

0.5 

166.5 

100.0+ 

Russia 

3,771.7 

1,167.8 

(1,601.3) 

100.0+ 

1,181.2 

238.3 

159.2 

100.0+ 

Turkey 

3,398.5 

1,578.3 

(62.5) 

100.0+ 

837.3 

1,346.4 

289.3 

(37.8) 

Saudi Arabia 

2,513.2 

2,738.9 

638.2 

(8.2) 

828.1 

381.7 

(37.9) 

100.0+ 

Wider Levant 

2,299.8 

2,778.9 

(330.2) 

(17.2) 

3,995.4 

3,424.3 

399.4 

16.7 

Japan 

10,240.3 

9,003.3 

661.3 

13.7 

897.1 

974.9 

62.1 

(8.0) 

Australia 

3,159.9 

3,412.0 

(0.1) 

(7.4) 

256.8 

497.1 

33.8 

(48.3) 

PRC 

1,110.8 

1,189.5 

297.8 

(6.6) 

84.0 

185.5 

21.0 

(54.7) 

Hong Kong 

830.0 

1,031.4 

17.0 

(19.5) 

241.4 

158.9 

36.4 

51.9 

Korea 

644.6 

562.1 

37.6 

14.7 

162.4 

138.7 

1.4 

17.1 

Taiwan 

594.2 

611.1 

18.2 

(2.8) 

1,227.3 

1,047.2 

129.3 

17.2 

Philippines 

3,548.1 

3,121.2 

330.1 

13.7 

297.1 

885.0 

(499.9) 

(66.4) 

Asia Duty Free 

2,420.4 

2,627.1 

(270.6) 

(7.9) 

1,857.2 

1,586.2 

85.2 

17.1 

Argentina 

5,099.6 

4,680.2 

141.6 

9.0 

1,502.6 

1,270.4 

(256.4) 

18.3 

Brazil 

4,536.7 

4,563.5 

(142.3) 

(0.6) 

396.6 

389.5 

(79.4) 

1.8 

Venezuela 

1,125.3 

1,313.8 

(415.7) 

(14.3) 

1,209.9 

1,241.4 

(84.1) 

(2.5) 

Mexico 

3,444.3 

3,669.4 

(199.7) 

(6.1) 

616.6 

521.7 

159.6 

18.2 

LA Exports 

1,553.6 

1,720.1 

142.6 

(9.7) 

331.5 

165.4 

126.5 

100.0+ 

Duty Free U.S.A. 

679.4 

450.0 

94.4 

51.0 

7,259.7 

5,814.2 

3,212.7 

24.9 

Other Markets 

21,050.1 

17,003.4 

5,118.1 

23.8 

38,987.3 

33,091.9 

1,811.3 

17.8 % 

Total 

120,649.4 

104,974.9 

881.4 

14.9 % 
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PHILIP MORRIS INTERNATIONAL 
UNIT VOLUME - MAJOR MARKETS - FOOD 
(Metric Tons) MARCH 1993 


| MONTH 



YEAR - TO 

-DATE 


Actual 

1993 

Actual 

1992 

Variance 
vs. Budget 
Fav/(Unfav) 

Percent 
Inc/(Dec) 
vs. 1992 

Market 

Actual 

1993 

Actual 

1992 

Variance 
vs. Budget 
Fav/(Unfav) 

Percent 
Inc/(Dec) 
vs. 1992 

1,744.0 

1,335.0 

150.0 

30.6 % 

Argentina - Suchard 

3,462.0 

2,995.0 

166,0 

15.6 % 

625.0 

274.0 

237.0 

100.0+ 

- Alimentos 

1,767.0 

274.0 

465.0 

100.0+ 

1,407,0 

— 

64.0 

100.0+ 

- Monthelado 

4,308.0 

— 

928.0 

100.0+ 

8,261.0 

7,025.0 

(319.0) 

17.6 

Brazil - Kibon 

33,012,0 

26,610.0 

4,473.0 

24.1 

1,340.0 

866.0 

160.0 

54.7 

- Sorvane 

4,152.0 

3,229,0 

272.0 

28.6 

1,329.0 

1,258.0 

62.0 

5.6 

- Q-Refres-Ko 

4,711.0 

4,863.0 

(761.0) 

(3.1) 

277.0 

291.0 

(46.0) 

(4.8) 

Colombia 

773.0 

725.0 

(35.0) 

6.6 

5,428.0 

4,665.0 

(230.0) 

16.4 

Mexico 

14,351.0 

12,859.0 

(1,387.0) 

11.6 

449.0 

328.0 

64.0 

36.9 

Panama 

1,258.0 

902.0 

257.0 

39.5 

1,626.0 

1,527.0 

38.0 

6.5 

Puerto Rico 

4,623.0 

4,041.0 

501.0 

14.4 

1,690.0 

1,805.0 

(435.0) 

(6.4) 

Venezuela 

5,008.0 

4,893.0 

(726.0) 

2.4 

922.0 

802.0 

108.0 

15.0 

L.A. Exports 

2,115.0 

1,881.0 

(29.0) 

12.4 



352.0 


L.A. Regional Adjustment 



1,172.0 


25,098.0 

20,176.0 

205.0 

24.4 % 

Total 


63,272.0 

" 5,296.0 

25.7 % 
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PHILIP MORRIS INTERNATIONAL 
U.S. EXPORT VOLUME ^ MAJOR MARKETS - CIGARETTES 


(Units in Millions) 


MARCH 1993 


f MONTH 



YEAR - TO - 

DATE 

— 



Variance 

Percent 




Variance 

Percent 

Actual 

Actual 

vs. Budget 

Inc/(Dec) 


Actual 

Actual 

vs, Budget 

Inc/(Dec) 

1993 

1992 

Fav/(Unfav) 

vs. 1992 

Market 

1993 

1992 

Fav/(Unfav) 

vs, 1992 

234.1 

82.2 

146.1 

100.0 + 

Israel 

585.8 

201.1 

336.8 

100.0 + 

171.4 

172.1 

(48.6) 

(0.4) 

Duty Free 

635.3 

559.3 

(61.7) 

13.6 

405.5 

254.3 

VT.5 

59.5 

Total EEC 

" 1,221.1 

760.4 

275.1 

60.6 

52.2 

146.3 

(28.8) 

(64.3) 

Bulgaria 

217.9 

244.1 

9.9 

(10.7) 

(4.0) 

15.5 

(61.0) 

(100.0) + 

Romania 

0.3 

58.5 

(170.7) 

(99.5) 

697.0 

0.8 

(54.0) 

100.0 + 

Russia 

2,332.3 

45.2 

80.3 

100.0 * 

370.0 

21.6 

231.0 

100.0 + 

Other Eastern Europe 

475.5 

25.3 

11.5 

100.0 + 

1,176.4 

234.6 

362.4 

100.0 + 

Turkey 

3,382.6 

1,566.7 

474.6 

100.0 + 

814.3 

1,309.5 

281.3 

(37.8) 

Saudi Arabia 

2,467.1 

2,637.6 

638.1 

(6.5) 

198.4 

233.2 

83.4 

(14.9) 

Kuwait 

627.0 

524.6 

288.0 

19.5 

62.6 

127.4 

(26.4) 

(50.9) 

UAE 

345.3 

246.6 

54.3 

40.0 

425.8 

229.8 

99.8 

85.3 

Wider Levant 

1,127.3 

1,135.1 

56.3 

(0.7) 

224.2 

383.1 

(181.8) 

(41.5) 

Africa 

1,290.6 

663.8 

(40.4) 

94.4 

390.9 

407.7 

158.9 

(4.1) 

Other 

895.6 

944.5 

206.6 

(5.2) 

4,407.8 

3,109.5 

864.8 

41.8 

Total EEMA 

13,161.5 

8,092.0 

1,608.5 

62.6 

3,564.4 

3,051.1 

645.4 

16.8 

Japan 

9,130.2 

8,012.0 

971.2 

14.0 

256.8 

497.2 

33.8 

(48.4) 

PRC 

1,110.8 

1,189.6 

297.8 

(6.6) 

83.7 

185.1 

21.7 

(54.8) 

Hong Kong 

829,0 

1,029.4 

17.0 

(19.5) 

234.8 

158.9 

33.8 

47.8 

Korea 

635.4 

562.1 

40.4 

13.0 

162.4 

138.7 

1.4 

17.1 

Taiwan 

594.2 

611.1 

18.2 

(2.8) 

23.7 

1.5 

16.7 

100.0 + 

Singapore 

342.9 

315.5 

(0.1) 

8.7 

269.3 

833.0 

(473.7) 

(67.7) 

Duty Free 

2,354.6 

2,492.1 

(174.4) 

(5.5) 

220.2 

169.4 

71.2 

30.0 

Other 

559.1 

466.4 

85.1 

19.9 

1,250.9 

1,983.8 

(295.1) 

(36.9) 

Total Asia/Pacific 

6,426.0 

6,666.2 

284.0 

(3.6) 

29.8 

43.3 

(3.2) 

(31.2) 

Puerto Rico 

96.6 

131.7 

6.6 

(26.7) 

608.7 

510.1 

165.7 

19.3 

L.A. Exports 

1,511.8 

1,680.2 

147.8 

(10.0) 

638.5 

553.4 

162.5 

15.4 

Total Latin America 

1,608.4 

1,811.9 

154.4 

(11.2) 

172.0 

164.1 

(32.0) 

4.8 

Duty Free Sales (USA) 

519.3 

448.5 

(62.7) 

15.8 

76.8 

0.0 

744,8 

0.0 

Interregional Adjustment 

76.8 

0.0 

773.8 

0.0 

10,515.9 

9,116.2 

2,187.9 

15.4 % 

Total 

32,143.3 

25,791,0 

4,004.3 

24.6 % 


9TS4.CCf'202 
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PHILIP MORRIS INTERNATIONAL 
BRAZIL EXPORT VOLUME - MAIOR MARKETS - CIGARETTES 
(Units in Millions) MARCH 1993 


| MONTH ~ i 



YEAR 

-TO - DATE 




Variance 

Percent 




Variance 

Percent 

Actual 

Actual 

vs. Budget 

inc/(Dec) 


Actual 

Actual 

vs. Budget 

Inc/(Dec) 

1993 

1992 

Fav/(Unfev) 

vs. 1992 

Market 

1993 

1992 

Fav/(Unfav) 

vs. 1992 

10.0 

234.6 

(48,3) 

(95.7) % 

Romania 

53.0 

581.2 

(110.2) 

(90.9) % 

477.9 

— 

(527.9) 

100.0+ 

Eastern Europe 

589.9 

284.6 

(2,421.5) 

100.0+ 

154.8 

152.0 

(380.5) 

1.8 

Wider Levant 

774,1 

1,635.9 

(767.0) 

(52.7) 

215.3 

69.2 

28.2 

100.0+ 

Others 

603.5 

309.0 

60.0 

95.3 

858.0 

455.8 

(928.5) 

88.2 

Total EEMA 

2,020.5 

2,810.7 

(3,238.7) 

(28.1) 

27,8 

52.0 

(26.2) 

(46.5) 

Asia Duty Free 

65.8 

135.0 

(96.2) 

(51.3) 

885.8 

507.8 

(954.7) 

74.4 % 

Total 

2,086.3 

2,945.7 

(3,334.9) 

(29.2) % 


Page 6.1 
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PHILIP MORRIS INTERNATIONAL 
MARKET SHARE PERFORMANCE - MAJOR CIGARETTE MARKETS 

MARCH 1993 


% SHARE 



MARKET 

MONTH 

Current Year Prior Year 

Change 

YEAR-TO-DATE 

Current Year Prior Year Change 

TOTAL YEAR 

1993 OB 1992 1991 

EEC 

Germany 

36.6 

35.4 

1.2 

36.7 

35.3 

1.4 

37.0 

35.5 

34.6 


Italy 

47.9 

43.8 

4.1 

51.2 

47.2 

4.0 

45.7 

42.9 

42.5 


France 

27.2 

27.0 

0.2 

27.5 

27.0 

0.5 

29.4 

27.2 

25.8 


Spain Mainland 

13.3 

15.6 

(2.3) 

12.7 

14.7 

(2.0) 

18.3 

14.7 

15.8 

EEMA 

Switzerland 

41.7 

44.3 

(2.6) 

46.3 

43.6 

2.7 

45.2 

45.4 

42.9 


Finland 

66.2 

63.1 

3.1 

63.4 

63.4 

0.0 

65.9 

64.8 

64.5 


Czech Republic 

69.0 

64.1 

4.9 

68.2 

65.2 

3.0 

63.4 

66.9 

59.6 


Hungary 

13,4 

12.8 

0.6 

13.5 

11.6 

1.9 

16.3 

13.3 

8,5 


Turkey (a) Total Market 

12.9 

7.7 

5.2 

13.8 

7,8 

6.0 

15,2 

11.2 

13.2 


Int'l Segment 

86.7 

83.5 

3.2 

87.3 

81.7 

5.6 

85.1 

84.9 

86.3 


Saudi Arabia 

46.6 

44.7 

1.9 

47.0 

45.7 

1.3 

49.9 

46.6 

44.8 

JAPAN 

Japan Total Market 

11.8 

11.2 

1 

11.9 

11.5 

0.4 


11.7 

11.3 


Int’l Segment 

63.5 

63.6 


63.5 

63.6 

(0.1) 


63.7 

64.0 

ASIA/PACIFIC 

Australia 

33.7 

33.4 

0.3 

39.7 

38.8 

0.9 

35.2 

35.3 

36.5 


Hong Kong (b) 

45.4 

41.4 

4.0 

45.4 

41.4 

4.0 

46.7 

45.6 

43.0 


Korea (a) Total Market 

2.6 

2.2 

0.4 

2.6 

2.3 

0.3 

3.0 

2.3 

2.0 


Import Segment 

41.6 

39.2 

2.4 

41.0 

39.9 

1.1 

48.1 

43.1 

37,9 


Taiwan (a) Total Market 

6.2 

4.1 

2.1 

5.9 

5.5 


5,8 

6.0 

6.4 


Import Segment 

33.8 

31.0 

2.8 

33.7 

36.4 


35.2 

37.0 

45.0 


Philippines (b) 

20.1 

18.1 

2.0 

20.1 

18.1 


19.2 

19.2 

17.3 

LATIN 

Argentina 

mM 

51.4 

3.6 

54.5 

51.2 

3.3 

56.5 

52.5 

47.5 

AMERICA 

Brazil 

wmi 

18.0 

(2.3) 

15.4 

14.6 

0.8 

16,4 

14.7 

13.8 


Venezuela 

29.0 

27.8 

1.2 

27.2 

24.9 

2.3 

30.0 

28.3 

23.1 


Mexico 

iei’20?: 

30.8 

29.0 

1.8 

29.2 

29.0 

0.2 

29.6 

29.0 

28.7 


(a) February 1993 (b) January 1993 Page 7 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 



























PHILIP MORRIS INTERNATIONAL 

VOLUME/MARKET SHARE VARIANCES - MAJOR CIGARETTE MARKETS 

MARCH 1993 



Volume (Millions) (a) 


Market Share % (b) 


Market 

Actual 

YTD 

% Change 
Budget 

vs. 

1992 

Actual 

YTD 

Change vs. 
Total Year 
1992 

Explanation 

Germany 

12,684.2 

(3.3) 

(5.4) 

36.7 

1.2 

Lower industry volume is due to one less selling day. In addition, 
volume of manufactured cigarettes is adversely affected by the rolls 
segment. Share is up due to the Marlboro family, principally Lights. 

Italy 

13,756.8 

(3.8) 

30.7 

51.2 

8.3 

Versus 1992, higher volume is attributable to the replenishment of stock 
levels following the union strike. In addition, January 1992 volume was 
adversely affected by the suspension of three major PM brands. Market 
share figures are distorted due to PM*s higher stock replenishment in 

January 1993 vs December 1992 as compared to Monital. 

France 

7,458.1 

(11.3) 

LI 

27.5 

0.3 

Versus budget, lower volume following the January 18 price increase which 
resulted in a market contraction and led to downtrading from premium 
brands. Versus 1992, volume and share are up due to the strong performance 
of Chesterfield and L&M 25’s. 

Spain Mainlancj 

2,497.2 

(30.4) 

(4.5) 

12.7 

(2.0) 

Volume and Marlboro’s share losses are due to market contraction, consumer 
downtrading following the January 1 unbudgeted price increase and 
contraband. 

Switzerland 

2,188.5 

16.3 

15.9 

46.3 

0.9 

Higher volume is attributable to the growth of Marlboro coupled with the 
good performance of Philip Morris and Merit. Higher share reflects the 
growth of the Marlboro and Philip Morris families. Volume and 
share gains reflect higher sales in the Tessin and the rest of the market. 

Finland 

723.8 

(28.8) 

(22.9) 

63.4 

(1.4) 

Volume and share are adversely affected by the March 1 retail price increase, 
the severe recession which continues to depress the total market and 
the impact of abnormally high tradeloading in December 1992. In 
addition, share is affected by downtrading from higher priced brands. 

Czech Republic 

4,346.8 

(3.6) 

100.0+ 

68.2 

1.3 

Versus budget, sales were affected by the disruption of trade between the 
two republics and the January 1 VAT and manufacturers’ price increase. 

Versus 1992, volume gain is due to the acquisition of Tabak. Higher share 
reflects the strong performance of Start Filter. 

Hungary 

851.1 

(18.6) 

(7.9) 

13.5 

0.2 

Volume is adversely affected by the January 1 price increase and the 
availability of contraband. 


(a) Shipment Basis (b) Based on In-Market Sales Page 8 
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PHILIP MORRIS INTERNATIONAL 

VOLUME/MARKET SHARE VARIANCES - MAJOR CIGARETTE MARKETS 

MARCH 1993 



Volume (Millions) (a) 


Market Share % (b) 


Market 

Actual 

YTD 

% Change 
Budget 

vs. 

1992 

Actual 

YTD 

Change vs. 
Total Year 
1992 

Explanation 

Turkey-Total Mkt. 
International 

3,398,5 

(18) 

100.0+ 

13.8 (1) 
87.3 (1) 

2.6 

2.4 

Versus 1992, volume and share are up due to the retail price stability and 
reduced price gaps. 

Saudi Arabia 

2,513.2 

34.0 

(8.2) 

47.0 

0.4 

Versus budget, higher volume reflects timing of shipments prior to 
an anticipated duty increase, which did not occur. Share is up due to 
Marlboro Lights and the L&M family. 

Japan-Total Mkt. 

International 

10,240.3 

6.9 

13.7 

11.9 

63.5 

0.2 

(0.2) 

Higher volume is due to the timing of shipments. 

Australia 

3,159.9 

0.0 

(7.4) 

39.7 

4.4 

Versus 1992, industry volume is down 9.5% YTD due to a 16.9% increase 
in prices compared to last year. Higher share is attributable to 
several more selling days in January than the competition due to 
year end cutoff. 

Hong Kong 

830.0 

2.1 

(19.5) 

45.4 (2) 

(0.2) 

Versus 1992, volume is affected by the March 3 price increase and the 
availability of contraband. 

Korea-Total Mkt. 

Import 

644.6 

6.2 

14.7 

2.6 (1) 
4i:0 (1) 

0.3 

(2.1) 

Higher volume is due to Marlboro and Virginia Slims Lights. Lower 
share of the imported segment is due to Marlboro, Parliament and 

Virginia Slims Lights. 

Taiwan-Total Mkt. 
Import 

594.2 

3.2 

(2.8) 

5.9 (1) 
33.7 (1) 

(0.1) 

(3.3) 

Versus 1992, share of the imported segment and volume are adversely 
affected by the continued strength of Davidoff. 

Philippines 

3,548.1 

10.3 

13.7 

20.1 (2) 

0.9 

Higher volume resulting from a stable retail price differential. Share is up 
due to the Marlboro family. 

Argentina 

5,099.6 

2.9 

9.0 

54-5 

2.0 

Higher volume is due to the good performance of Marlboro as a result of 
economic/price stability. Share is benefiting from the International 
brand growth due to consumer uptrading. 


OZZlZZfZOZ 


i pm»nt Rj»siit (b) Based on In-Market Sales. (1) February Shares (2) January Shares Page 8.1 

Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 




PHILIP MORRIS INTERNATIONAL 

VOLUME/MARKET SHARE VARIANCES - MAJOR CIGARETTE MARKETS 

MARCH 1993 



Volume (Millions) (a) 


Market Share % (b) 


Market 

Actual 

YTD 

% Change 
Budget 

vs. 

1992 

Actual 

YTD 

Change vs. 
Total Year 
1992 

Explanation 

Brazil 

4.536.7 

(3.0) 

(0.6) 

15.4 

0.7 

Lower volume is due to the market contraction following the erosion of 
consumer purchasing power and the impact of cumulative price increases. 
Share gain is attributable to the good performance of L&M Lights. 

Venezuela 

1,125.3 

(27.0) 

(14.3) 

27.2 

(1.1) 

Lower volume is due to the export segment. Share for full year 1992 
is distorted due to BAT’s problems implementing a direct distribution 
system. Lower share is due to BAT’s aggressive sales push prior to 
Carnival. 

Mexico 

3,444.3 

(5.5) 

(6.1) 

29.2 

0.2 

Volume decline is due to cumulative real price increases. 


(a) Shipment Basis (b) Based on In-Market Sales, Page 8.2 
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PHILIP MORRIS INTERNATIONAL 
FOOD CATEGORY SHARE PERFORMANCE - KEY CATEGORIES 
% SHARE MARCH 1993 


MARKET / KEY CATEGORIES 

LATEST 

READING 

CURRENT PERIOD 
Current Year Prior Year Chance 

YEAR-TO- 
Current Year Prior Year 

DATE 

Change 

1993 OB 

TOTAL YEAR 
1992 

1991 

Argentina - Suchard* 











- Conf. Tablets 

Jan/Feb 

31.6 

31.7 

(0.1) 

31.6 

31.7 

(0.1) 

40.8 

30.3 

32.3 

- Alfajores 

Jan/Feb 

12.7 

11.6 

1.1 

12.7 

11.6 

1.1 

14.7 

14.1 

14.1 

Total Chocolate Conf. 

Jan/Feb 

14.3 

12.0 

2.3 

14.3 

12.0 

2.3 

17,5 

14.6 

14.8 

- Sugar Conf. 

Jan/Feb 

12,6 

13.7 

(u) 

12.6 

13.7 

(i.i) 

16.0 

12.8 

14.2 

- Alimentos (PSD) 

Oct/Nov 

53.9 

47.0 

6.9 

51.8 

47.4 

4.4 

51.3 

51.8 ** 

47.4 

Brazil—Ki bon 











■* Impulse 

Mar QTR 

78.3 

76.7 

1.6 

78.3 

76.7 

1.6 

78.6 

78.1 

77.3 

— Take-Home 

MarQTR 

84.1 

79.4 

4.7 

84.1 

79.4 

4.7 

78.8 

75.1 

77.1 

- Bulk 

Mar QTR 

8G.9 

81.9 

(1.0) 

80.9 

81.9 

(1.0) 

80.5 

80.6 

80.2 

Total Ice Cream 

Mar QTR 

81.8 

78.8 

3.0 

81.8 

78.8 

3.0 

79.0 

77.3 

77.8 

- QRK (Tang) 

Dec/Jan 

71.3 

73.9 

(2.6) 

73.3 

71.9 

1.4 

70.0 

73.3 

71.9 

Mexico 











- PSD 

February 

77.5 

75.2 

2.3 

77.1 

75.5 

1.6 

76.8 

78.3 

76.8 

- Cheese 

February 

34.7 

34.2 

0.5 

35.5 

34.1 

1.4 

39.9 

37.4 

36.0 

- Viscous 

February 

11.3 

12.7 

(1.4) 

11.3 

17.6 

(6.3) 

17.5 

17.0 

18.7 

Puerto Rico 











= PSD 

Nov/Dec 

69.0 

60.6 

8.4 

62.3 

60.4 

1.9 

60.6 

62.3 

60.4 

- RTD 

Nov/Dec 

49.2 

40.9 

8.3 

48.7 

46.7 

2.0 

46.0 

48.7 

46.7 

- Cheese 

Nov/Dec 

55.0 

55.7 

(0.7) 

52.2 

51.1 

1.1 

52.6 

52.2 

51.1 

- Viscous 

Nov/Dec 

42.5 

33.6 

8.9 

34.6 

30.7 

3.9 

33.9 

34.6 

30.7 

Venezuela 











- Viscous 

October 

49.2 

49.4 

(0.2) 

49.6 

47.2 

2.4 

60.7 

49.6 ** 

49.8 


* Excludes Nestle Products. 

•• Represents latest available market share information. 
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PHILIP MORRIS INTERNATIONAL 

VOLUME/FOOD CATEGORY SHARE VARIANCES - KEY CATEGORIES 

MARCH 1993 




Volume (Tons) (a) 


Category Share %(b) 






Latest 


Change vs. 



Actual 

% Change vs. 

Share 

Actual 

Total Year 


MARKET / KEY CATEGORIES 

YTD 

Budget 

1992 

Reading 

YTD 

1992 

Explanation 

Argentina - Suchard* 








- Conf. Tablets 

983 

43.5 

59.6 

Jan/Feb 

31.6 

1.3 

Higher volume, except for Sugar Confectionary versus budget, 
is due to earlier than budgeted pre-season pipelining 
to increase our shelf space participation. Higher share is 
due to the strong peiformance of Milka. 

- Alfajores 

798 

3,0 

5,6 

Jan/Feb 

12.7 

(1.4) 

Share loss is due to the competition’s new product launch 
which was directed at the children’s market. 

Total Chocolate Conf. 

2,026 

18.8 

23.9 

Jan/Feb 

14.3 

(0.3) 


- Sugar Conf. 

1,436 

(3.2) 

6.7 

Jan/Feb 

12.6 

(0.2) 


Argentina - Alimentos (PSD) 

1,767 

35.7 

100.0+ 

Oct/Nov (2) 

51.8 

4.4 ** 

Higher volume veisus budget is due to strong advertising 
support and tradeloading prior to the April 1 price increase. 

Volume gain veisus 1992 is due to the acquisition which was 
completed on March 1,1992. Higher share is due to increased 
advertising support 

Brazil - Kibon 








- Impulse 

9,428 

(12.3) 

(3.2) 

MarQTR 

78.3 

0.2 

Volume is adveisely affected by the aggressive summer promotions 
for the take-home line. 

- Take-Home 

18,815 

49.9 

58.3 

MarQTR 

84.1 

9.0 

Higher volume and share are due to aggressive summer 
promotions for the three-liter take home presentation. 

- Bulk 

4,796 

(8.4) 

(3.8) 

MarQTR 

80.9 

0.3 

Volume is adveisely affected by the aggressive summer promotions 
for the take-home line. 

Total Ice Cream 

33,039 

15.8 

24.2 

MarQTR 

81.8 

4.5 


Braril - QRK (Tang) 

4,711 

(13.9) 

(31) 

Dec/Jan (1) 

73.3 

1.4 ♦♦ 

Lower volume reflects key customers’ high stock levels as a 
result of strong sales during the last quarter of 1992. 

Share gain is due to increased marketing support. 


(a) Shipment Basis (b) Based on In-Market Sales Page 10 

* Excludes Nestle products. ** Change Versus Total Year 1991. 

(1) December/January 1993 shares (2) October/November 1992 shares. 
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Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 




PHILIP MORRIS INTERNATIONAL 

VOLUME/FOOD CATEGORY SHARE VARIANCES - KEY CATEGORIES 

MARCH 1993 




Volume (Tons) fa} 


Category Share %(b) 

MARKET / KEY CATEGORIES 

Actual 

YTD 

% Change vs. 
Budget 1992 

Latest 

Share 

Reading 

Actual 

YTD 

Change vs. 
Total Year 
1991 

Explanation 

Mexico 
- PSD 

4,739 

11.6 

29.9 

February 

77.1 

(1.2) 

Higher volume is due to increased A&P support. Share 
decline is due to increased competitive activity, primarily 

Flavor-Aid, produced by Frito—Lay. 

- Cheese 

1,423 

(7.3) 

12.5 

February 

35.5 

(1.9) 

Versus budget, lower volume is due to an over-optimistic 

January budget. Higher volume versus 1992 is due to the 
launch of individually wrapped slices. 

— Viscous 

1,359 

(27.2) 

(32.2) 

February 

11.3 

(5.7) 

Volume and share are affected by competitive pressures from 
Hellmann*s. 

Puerto Rico 
- PSD 

965 

(6.3) 

(6.8) 

Nov/Dec (1) 

62.3 

1.9 * 

Lower volume is due to Tang, which is expected to recuperate 
in April due to trade incentives. Higher share reflects the 
success of the Tang pitcher promotion. 

- RTD 

1,072 

32.3 

18.3 

Nov/Dec (1) 

48.7 

2.0 * 

Higher volume and share are due to improvements in production 
and distribution. 

- Cheese 

994 

2S.8 

23.2 

Nov/Dec (1) 

52.2 

1.1 * 

Volume benefited from the Kraft "Christmas Festival" promotion 
and better distributor trade promotions. Higher share is 
due to the good performance of processed sliced cheese. 

— Viscous 

Venezuela 

569 

(6.4) 

6.6 

Nov/Dec (1) 

34.6 

3.9 ♦ 

Volume versus 1992 benefited from the Kraft "Christmas Festival" 
promotion and better distributor trade promotions. Higher share 
reflects the good performance of Miracle Whip. 

- Viscous 

I’ZSi.VZfZOZ 

3,643 

(19.2) 

(5.3) 

October (2) 

49.6 

(0.2)* 

Versus budget, lower volume is due to delayed launch of 

Shelf Stable Margarine and Miracle Whip as well as Gourmesa 
consumer price/quality perception problems. Versus 1992, lower 
volume is due to a high base last year as a result of tradeloading 
prior to the April 1992 price increase. 


(a) Shipment Basis (b) Based on In-Market Sales Page 10.T 

* Change Versus Total Year 1991. 

(1) November/December 1992 shares (2) October 1992 shares. 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 





PHILIP MORRIS INTERNATIONAL 
COMPETITIVE MARKET SHARE - MAJOR MARKET HIGHLIGHTS 

MARCH 1993 


Market 

Explanation - YTD Up Or Down Movement Vs. Prior Year 

Germany 

PM is up due to the Marlboro family led by Lights. 

Italy 

PM’s gain reflects the timing of stock level replenishment following the end of the fourth quarter 1992 Monital union strike. In addition, 

January 1992 share was adversely affected by the suspension of Marlboro Red KS, Merit KS and Muratti Ambassador. Almost all of PM’s major 
brands, except Chesterfield, had YTD share gains. Monital share is adversely affected bv the high December 1992 tradeloading of MS Soft Pack. 

France 

PM’s share is steady as the Chesterfield family had a 3.5pp gain versus prior year as compared to a 3.0pp loss for the Marlboro family. 

RJ Reynolds' gain s due to Winston and Gold Coast 25^, which is benefiting from its pnce repositioning and its price at FF 10.00, respectively. 

Rothmans is down due to its maior family. Peter Stuyvesant, which had a 2.1 pp loss. 

Spain Mainland 

Marlboro is down due to consumer downtrading following the January 1 unbudgeted price increase and the availability of contraband. 

BAT is down due to Lucky Strike, its main family, which had a 1.6pp loss. RJ Reynolds’ Winston and Camel continue to be affected by the 
significant availability of contraband. Tabacal era’s Du cad os had a 0.9pp gain YTD. 

Switzerland 

PM’s share gain reflects the growth of the Marlboro coupled with the good performance of the Philip Morris and Merit families in the Tessin 
and the rest of the market 

Finland 

The L&M family had a 11.1% market share, 6.3pp higher than Downtown. BAT and RJR benefited from the launches of Pall Mall and 

Winston, respectively, in the lower price segment. 

Czech Republic 

PM’s share of domestic manufacture is up due to the strong performance of Start Filter. 

Hungary 

PM is up due to Helikon 2000 and Helikon Lights. BAT’S Sopianae is affected by consumer downtrading towards cheaper local brands. 

RJ Reynolds and Reemtsma are benefiting from the trend. 

Turkey(a) 

Total Market 

Inti Segment 

PM’s share is favorably impacted by price and gap stability. 

PM’s higher share is due to the reduction in price gap with Tekel 2000 and retail price stabilitv. 

Saudi Arabia 

PM’s higher share is due to the L&M family, especially the full flavor version. BAT’S Virginia blended Playeis and Wills are benefiting from the 
increase in Asian workers. Rothman'S gain is due to the acquisition of London, which is a lower priced brand. 

Japan 

Total Market 

SZC4C 

The international segment’s share of the total market was 18.7%, a 0.6pp gain versus prior year. 

cf-sog 


(a) February Information Latest Page 11 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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PHILIP MORRIS INTERNATIONAL 
COMPETITIVE MARKET SHARE - MAJOR MARKETS 
MARCH 1993 




.. 






-- 



MARKET 


PHILIP MORRIS 


BAT. 


R.J. REYNOLDS 


OTHER MAJOR 

ALLO r 

THER 


YTD 


YTD 


YTD 


YTD 


YTD 



SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 











1992* 

Germany 

36.7% 

up (Marlboro A F6) 

17.7% 

dewn (HB) 

6.2% 

steady 

23.9% 

Reemtsma-steady 

6.7% 

steady 






8.8% 

Rothmans -steady 



Italy 

51.2% 

up (Marlboro, Merit, 
Multiplier A Diana) 

3.8% 

steady 

3.0% 

steady 

37.1% 

Monital-down (MS) 

4.9% 

up 

France 

273% 

steady 

13% 

steady 

10.8% 

up (Winston) 

12.8% 

Rothmans-down (Peter 

2.8% 

down 







44.9% 

Stuyvesant) 

Seita—down (Gauloises A 












Gitanes) 


■H 


12.7% 


3.9% 


6.9% 

down (Winston A Camel) 

673% 


9.2% 

i 

Switzerland 

46.3% 


18.9% 

down (Marylong St 

8.8% 

down (Camel) 

m 

Burrus-steady 

5.1% 

steady 



Philip Morris St Merit) 









Finland 

63.4% 

steady 

18.8% 

up (P&U Mall) 

3.4% 

up (Winston) 

- 13.1% 

Rettig-d<wn (Colt, 
Kevystavuke A Armiro) 

13% 

steady 

Cfcech Republic 

68.2% 

up (Start) 





313% 

. 


0.5% 

dewn 











Hungary 

13.5% 

up(Hetikon) 

42.8% 

down (Sopianae) 

4.1% 

steady 

39.4% 

Reemtsma-up (Symphonia) 

0.2% 

steady 

Dukey (a) 

Total Market 

13.8% 

up (Marlboro A 

03% 

steady 

0.9% 

steady 

84.2% 

Tekel-down (Maltepe A 

0.8% 

steady 



Parliament) 






Samsun) 



Inti Segment 

873% 

up (Parliament Sl Marlboro) 

1.6% 

steady 

5.7% 

down (Camel) 

5.1% 

Rothmans - down (Kansas 

A Best) 

03% 

steady 

Saudi Arabia 

47.0% 

up (LAM) 

163% 

up (Players A Wills) 

10.9% 

steady 

14.4% 

Rothmans-up (London) 

11.4% 

down 

Japan 

Total Market 

11.9% 

steady 

3.9% 

steady 

2.1% 

steady 

813% 

JT-dwn (Mild Seven 

0.8% 

steady 







Seven Stars, Hi-Lite, 

Cabin A Hope) 





Inti Segment 

633% 

_.« 

steady 

■_i —- __f-. lu.t n K i 

20.9% 

steady 

nn.nl* Uaiiv knnik mnlriKiif! 

11.4% 

ina fn (Im rf 

steady 

iiiMe. enxnt for "all othev*. are 

reflected. 


43% 

steady 

Paaell.l 


•Up or down movement tf dcBned as a change of it least 0.5 percentage points. Major brands contributing to the change, except for "all other*. are reflected. PagclU 

(a) February Shares 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 

























































PHILIP MORRIS INTERNATIONAL 
COMPETITIVE MARKET SHARE - MAJOR MARKET HIGHLIGHTS 

MARCH 1993 


Market 

_ Explanation - YTD Up Or Down Movement Vs. Prior Year 

Australia 

Philip Morris’ share gain is attributable to several more selling days in January than the competition due to year end cutoff. 

Hong Kong (b) 

Higher PM share reflects the growth of the Marlboro Red KS Box variant. BATs Hilton, which is positioned in the lower price category, 
is adversely affected bv the presence of contraband. 

Korea (a) 

Import Segment 

Philip Morris* gain is attributable to Marlboro Lights and Merit, which had a 1.3pp and 0.9pp gain, respectively. JTs increase reflects the 
growth of Mild Seven Lights (the largest imported brand at 25.7% segment share iTD). 

Taiwan (a) 

Import Segment 

Davidoffs abnormally high market share of 14.4%, a gain of 7.6pp versus prior year, affected all other manufacturers* share of the imported segment. 

Philippines (b) 

PM and Fortune's shares reflect consumer uptrading from the extreme low price category to primarily medium priced products. 

Argentina 

PM is benefiting from the International brand growth due to consumer uptrading. BATs Derby and Forty-Three, positioned in the low 
price segment, are adversely affected by the market trend. 

Brazil 

PM’s gain is attributable to the strong performance of L&M Lights. BATs brands, except for Viceroy, are down as a result of consumer downtrading 
to the low international price segment Viceroy Lights Box and Soft Pack, launched by BAT in November to compete against L&M, captured a 7.7% 
share YTD. 

Venezuela 

PM’s share gain reflects the good performance of the Marlboro and Astor families, which had a 2.5pp and 1.4pp gain, respectively. BATs Belmont and 

Consul are down primarily due to Catana’s ability to sustain its in-roads achieved following BATs problems with die implementation of a direct 
distribution system in Caracas. 

Mexico 

Cigatam’s Delicados and Faros benefited from the growth in the low price segment. 


(a) February Information Latest (b) January Information Latest Page 112 

tZSi.ZZt’ZOZ 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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MARKET 

PHILIP MORRIS 


BA.T. 

R J. REYNOLDS 

OTHER MAJOR 

ALL OTHER 


YTD 


YTD 


YTD 


YTD 


YTD 



SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 1992* 

SHARE 

VERSUS 











1992* 

Australia 

39.7% 

up (Longwach A Peter 
Jackson) 

273% 

down (Stradbroke A 
Horizon) 



32.8% 

Rothmans-up (Winfield) 



Hong Kong (b) 

45.4% 

up (Marlboro) 

283% 

dcwn (Hilton) 

18.0% 

steady 

33% 

HKTC-down 
(Good Companion) 

5.0% 

steady 

. 

Korea (a) 

Total Market 


steady 

■ 

steady 

■ 

steady 

93.7% 

Monopoly (KTAG)-down 
(88) 

HI 

up 

Import Segment 


up (Marlboro A Merit) 


down (Kent A BAH) 


down(YSL) 

27.8% 

JT-up (Mild Seven) 


down 

Taiwan (a) 

Total Market 

5.9% 

steady 

5.1% 

steady 


steady 

82.4% 

Monopoly (TTWMB)-down 
(Long Life) 


up 

Import Segment 

33.7% 

down (Marlboro A LAM) 

28.8% 

down (State Express 555) 


down(YSL) 

73% 

144% 



down 

Philippines (b) 

e 

up (Marlboro A PM) 



11.6% 

steady 

57.5% 

3.0% 

Fortune-up (Champion 

Hope A More) 

Sterling-down (Miller A Stork) 

7.8% 

down 

| 

54.5% 

up (Marlboro A BAH) 

45.5% 

down (Forty-Three A 







Brazil 

15.4% 

up (LAM) 

822% 

down (Hollywood, 

Belmont A Plaza) 


hhi 



2.4% 

up 

Venezuela 

27 2% 

up (Astor A Marlboro) 

72.8% 

down (Consul A Belmont) 







Mexico 

882 < 

292% 

XVI 

steady 

808 





54.9% 

15.9% 

La Modema-down (Raleigh 
and Fiesta) 

Cigatam-up (Delicados A 
Faros) 




•Up or down movement is defined as a change of at least 0.5 percentage points. Major brands contributing to change; except for "all other", are reflected. 

(a) February Shares (b) January Shares Page 113 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 









































PHILIP MORRIS INTERNATIONAL 
MAJOR NEW BRAND LAUNCHES - IN-MARKET PERFORMANCE 

MARCH 1993 






Cumulative 







Current 

Volume 

CPC 





Launch 

Market 

Since Launch 

Target 

% 


Market 

Brand Launch 

Date 

Share 

(no. months) 

Total 

Target 

Comments 

Germany 

F6 Us. KS Box 

Sept. 92 

0.15 

79.0 

170.0 

46.5 

The brand was launched to benefit from the trend towards LTN 





(7 mos.) 

(16 mos.) 


products in the East. F6 is the first traditional Eastern 
trademark to offer a LTN product. 

Italy 

Philip Morris Super Lts. 

Oct. 92 

0.06 

29.4 

175.0 

16.8 

The brand was launched to expand Philip Morris’ presence in the 


100'* Extra Slim 



(6 mos.) 

(15 mos.) 


superslim segment and to compete against the low tar line extensions 
of Capri and Cortina. 


Multifilter Ultra Lts. 

Oct. 92 

0.07 

29.6 

175.0 

16.9 

The brand was launched to expand Philip Morris’ presence in the 


100’s Extra Slim 



(6 mos.) 

(15 mos.) 


superslim segment and to compete against the low tar line extensions 
of Capri and Cortina. 


Muratti Super Lts. 

Oct. 92 

0.07 

29.5 

175.0 

16.9 

The brand was launched to rejuvenate the trademark and participate 


100's Extra Slim 



(6 mos.) 

(15 mos.) 


in the strong growth of the superslim segment, particularly at the 
very low tar end of the market. 

France 

L&M 25’s KS Box 

Oct. 92 

0.57 

185.6 

750.0 

24.7 

The brands were launched in the lower priced blond segment to 





(6 mos.) 

(15 mos.) 


counter future growth of Golden American and other new competitive 
price value brands. 


L&M Lts. 25’s KS Box 

Oct. 92 

0.35 

103.6 

220.0 

47.1 






(6 mos.) 

(15 mos.) 




Chesterfield Int’l KS Box 

Dec. 92 

4.04 

746.8 

1,500.0 

49.8 

The brands were launched nationally on December 7 to replace 





(4 mos.) 

(12 mos.) 


Chesterfield full flavor and lights, generate competition against 

25s launches and slow the growth of Gauloises Blondes. The 


Chesterfield Int’l 

Dec. 92 

2.07 

346.5 

700.0 

49.5 

brands were repositioned from the international segment to the lower 


Lights KS Box 



(4 mos.) 

(12 mos.) 


priced blond segment with a retail price of FF 10.00. 








(Gauloises Blondes, Winston and Gold Coast 25’s are now priced 
at FF 10.00.) 


Philip Morris Lts. 

Mar. 93 

— 

0.4 

210.0 

0.2 

The brand was launched to compete against Vogue and to pre-empt 


100’s Extra Slims Box 



(1 mo.) 

(22 mos.) 


future competitive launches in the superslinis segment. It is 
priced at FF 13.00 versus Vogue at FF 14.00. 

Spain 

L&M KS Box 

Jan. 93 

0.87 

135.8 

1,890.0 

7.2 

The brands were launched to counter the future growth of Fortune 





(3 mos.) 

(24 mos.) 


and other price value brands. L&M sold 81 million in March and 
outsold Camel and Royal Crown (BAT). 


LAM Lights KS Box 

Jan. 93 

0.14 

20.4 

210.0 

9.7 






(3 mos.) 

(24 mos.) 




6224,CCt’202 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 















PHILIP MORRIS INTERNATIONAL 
MAJOR NEW BRAND LAUNCHES - IN-MARKET PERFORMANCE 

MARCH 1993 


Market 

Brand Launch 

Launch 

Date 

Current 

Market 

Share 

Cumulative 
Volume 
Since Launch 
(no.months) 

CPC 

Target 

Total 

% 

Target 

Comments 

Finland 

Philip Morris Super Lts. 

Jan. 93 

0.49 

5.0 
(3 mos.) 

90.0 
(24 mos.) 

5.6 

The brand was launched to strengthen our position in the 

Super Lights segment. 

Hungary 

Helikon 2000 

Jun.92 

2.09 

497.1 
(10 mos.) 

2,000.0 
(20 mos.) 

24.9 

Our Erst local brand launches since the Egri acquisition. 


Helikon Lights 

Jun. 92 

4.16 

645.2 
(10 mos.) 

655.0 
(20 mos.) 

98.5 


Czech Republic 

Start Filter 

Sept. 92 

17.24 

1,940.8 
(7 mos.) 

N.A. 

N.A. 

The brand has the same marketing position as Mars. It is the fastest 
growing brand in the Republic and is currently the number two brand 
for Tabak. 


Marlboro Red Box 

Nov. 92 

2.79 

402.1 
(5 mos.) 

N.A. 

N.A. 

The brand was launched to replace the Marlboro Red Box imports. 

The retail price is KCS 33.00, the same as the soft pack version. 


LAM Box 

Mar. 93 

1.24 

26.1 
(1 mo.) 

1,650.0 
(22 mos.) 

1.6 

The brand was launched with a retail price of KCS 26.00 per pack, 
to compete against West. 

Turkey 

Marlboro Red KS Box 

Sept. 92 

0.47 (1) 

144.2 (1) 
(6 mos.) 

N.A. 

N.A. 

The brand, launched for its competitive pricing, retails at 

TRL 10,000 versus Marlboro 100’s at TRL 10,500. 

Japan 

Next KS Box 

Jan. 93 

0.05 

30.9 
(3 mos.) 

N.A. 

N.A. 

The brand was launched nationally in the 1 mg ultra lights segment 
against JT’s fastest growing brand Frontier. 


Parliament Lts. KS Box 

Oct. 92 

0.08 

123.1 
(6 mos.) 

430.0 
(15 mos.) 

28.6 

The brand was launched nationally October 1. 

Australia 

Peter Jackson 30'• lmg 

Nov. 92 

0.57 

82.1 
(5 mos.) 

380.0 
(14 mos.) 

21.6 

The brand was launched to attract consumers from competitors' lmg 
and 2mg products and to provide existing Peter Jackson smokers 
with the lmg alternative. 

Korea 

Multifilter Ex Lts. 

100’s Box 

Jun. 92 

0.02 (2) 

35.1 

(10 mos.) 

N.A. 

N.A. 

The brand was launched nationally in March 1993 in order to 
position the imported 100mm segment more closely to the local 

100mm segment. 


Merit Lights KS 

Aug. 92 

0.09 (2) 

56.1 
(8 mos.) 

491.0 
(17 mos.) 

11.4 

The brand was launched to penetrate the growing 85mm import 
segment and to slow the growth of Mild Seven Lights. 


(1) February In-Market Volume and Share (2) February 1993 shares Page 12.1 


oes-j.eet-aoz 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 























PHILIP MORRIS INTERNATIONAL 
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Cumulative 







Current 

Volume 

CPC 





Launch 

Market 

Since Launch 

Target 

% 


Market 

Brand Launch 

Date 

Share 

(no. months) 

Total 

Target 

Comments 

Malaysia 

Marlboro Lts. KS Box 

Oct. 92 

0.50 (1) 

43.0 

90.0 

47.8 

The brand was launched to provide a more socially acceptable 





(6 mos.) 

(15 mos.) 


alternative to male smokers of brands like Kent and Salem. 


Marlboro Menthol KS 

Feb. 93 

0.21 (1) 

7.1 

119.0 

6.0 

The brand was launched to provide a distinctly masculine cigarette 





(2 mos.) 

(23 mos.) 


alternative for the premium menthol smoker. It is priced the same as 
the Marlboro Red variant. 

Singapore 

Marlboro Ua. 100’s Box 

Sept. 92 

0.07 (1) 

1.4 

5.0 

28.0 

The brand was launched to provide a complete range of 





(7 mos.) 

(16 mos.) 


Marlboro Lights variants. 

Taiwan 

BAH Deluxe Lights 

Jan. 93 

_ 

8.7 

84.0 

10.4 

The brand was launched to compete against Davidoff in the strong 


100’s Box 



(3 mos.) 

(24 mos.) 


growth luxury segment. 

Brazil 

LAM Lights LS FTB 

Jun. 92 

2.00 

3,802.0 

N.A. 

N.A. 

LAM was introduced in the medium/low price segment positioned 





(10 mos.) 



against Plaza KS. LAM is performing above expectations. 


LAM Lights KS 

Feb. 93 

2.70 

362.0 
(2 mos.) 

N.A. 

N.A. 



LarkSP 

Apr. 93 

N.A. 

N.A. 

9,691.3 

N.A. 

The brand was launched to provide an international alternative 






(21 mos.) 


to compete against Belmont in the lower priced category. 

Venezuela 

LAM Lights LS FTB 

Jun. 92 

0.10 

44.3 

451.0 

9.8 

The brand was launched to compete against BAT’s Belmont and 




(10 mos.) 

(18 mos.) 


expand CATANA's presence in the medium price segment. 

LAM*s results are below expectations. 


Dominican 

LAM LS FTB 

Jul. 92 

0.10 

6.4 

136.5 

4.7 

The brands were launched in a new price category to preempt 

Republic 




(9 mos.) 

(24 mos.) 


potential RJR/CAT launches in the med-high segment. The 
brands* results are below expectations. 


LAM LS 10’s 

Jul. 92 

0.10 

13.2 

318.5 

4.1 






(9 mos.) 

(24 mos.) 



Puerto Rico 

LAM LS FTB 

Jul. 92 

6.00 

67.5 

N.A. 

N.A. 

The brand was relaunched to achieve leadership of the growing price 





(9 mos.) 



value segment. 


LAM LS 10’a 

Jul. 92 

1.00 

12.1 

60.0 

20.2 

To introduce the first 10’s in the price value segment. 





(8 mos.) 

(19 mos.) 










(1) February 1993 Share Page 12.2 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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PHILIP MORRIS INTERNATIONAL 
PRICING CHANGES - MAJOR TOBACCO MARKETS 
MARCH 1993 


— 


MONTH/ 

EX-FACTORY PER 000 

RETAIL PRICE/PACK 


MARKET 

CATEGORY 

YEAR 

ACTUAL 

1993 OB 

ACTUAL 
• — — 

1993 OB 

NOTES 

GERMANY 

Marlboro Rolls 

January 93 

DEM 42.86 


DEM 2.50/20 


Retail price increased February 1,1993 in 



February 93 

DEM 32.78 

DEM 40.74 

DEM 3.20/19 

DEM 2.50/20 

conjunction with an excise tax increase. 

ITALY 

Marlboro 

February 92 

LIRA 37,719 


LIRA 3,650 


Price increase implemented on January 2,1993 



January 93 

LIRA 38356 

LIRA 36395 

LIRA 4,000 

LIRA 4,000 

in conjunction with trade margin increase from 
9.5% to 10% and an excise tax increase from 
55.28% to 56%. 

FRANCE 

Marlboro 

April 92 

FF 119.48 


FF 11.90 


Price increase implemented on January 18,1993 



January 93 

FF 121.63 

FF 121.85 

FF 13.00 

FF 11.90 

in conjunction with an excise tax increase from 
53.28% to 57%. 

SPAIN 

Marlboro 

August 92 

ESP 2,768 


ESP 230 


Price increase implemented on January 1,1993 

MAINLAND 


January 93 

ESP 2,589 

ESP 2,414 

ESP 245 

ESP 230 

in conjunction with an ad valorem excise tax 
rate increase (45.5% to to 48.5%), a VAT rate 
increase (13% to 15%) and an increase in the 
VAT surcharge (3% to 4%). 

SWITZERLAND Marlboro 

September 92 

CHF 48.49 


CHF 3.10 


Retail prices were increased March 1,1993. 



March 93 

CHF 51.49 

CHF 51.68 

CHF 3.30 

CHF 3.30 



Muratti 

September 92 

CHF 45.72 


CHF 3.00 





March 93 

CHF 48.76 

CHF 48.81 

CHF 3.20 

CHF 3.20 


FINLAND 

Marlboro 

September 92 

FIM 117.55 


FIM 17.60 


Retail prices were increased March 1,1993. 



March 93 

FIM 127.78 

FIM 119.03 

FIM 18.50 

FIM 18 JO 

The O.B. assumed an excise tax increase 
which is now projected to occur later in 
the year. 

CZECH 

Marlboro 

December 92 

KCS690 


KCS 28.75 


Retail prices were increased January 1,1993 

REPUBLIC 


January 93 

KCS715 

KCS 715 

KCS 32.85 

KCS 32^85 

in conjunction with the introduction of a 23% 

(1 month slide- 

baek) 






VAT. 


Petra 

December 92 

KCS290 


KCS 1936 



f'CSii.CCI’202 

January 93 

KCS315 

KCS 315 

KCS 21.66 

KCS 21.66 



Page 13 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 





PHILIP MORRIS INTERNATIONAL 
PRICING CHANGES - MAJOR TOBACCO MARKETS 
MARCH 1993 




MONTH/ 

EX-FACTORY PER 000 

RETAIL PRICE/PACK 

■-—-— 

MARKET 

CATEGORY 

YEAR 

ACTUAL 

1993 OB 

ACTUAL 

1993 OB 

NOTES 

HUNGARY 

Marlboro 

December 92 

HUF 1,980 


HUF 110 


Retail prices were increased January 1,1993 in 

(1 month slide-back) 

January 93 

HUF 1,993 

HUF 2,007 

HUF 115 

HUF 115 

conjunction with an excise tax increase. 


Multifilter 

December 92 

HUF 1,073 


HUF 70 





January 93 

HUF 1,087 

HUF 1,100 

HUF 75 

HUF 75 



Helikon 2000 

December 92 

HUF 620 


HUF 50 





January 93 

HUF 633 

HUF 601 

HUF 55 

HUF 53 


AUSTRALIA 

Peter Jackson 

February 93 

AUD 77.13 


AUD 4.85 


The South Australia state government 

(South Australia) 

30’s 

April 93 

AUD 77.13 

AUD 77.50 

AUD 5.54 

AUD 5.57 

announced a SLF increase from 75% to 100% 
effective April 23,1993, retroactive to 

April 1,1993. (Prices shown for a 100% SLF) 


Alpine 25’s 

February 93 

AUD 87.03 


AUD 4.56 




April 93 

AUD 87.03 

AUD 87.57 

AUD 5.21 

AUD 5.24 


% 

Longbeach 40’$ 

February 93 

AUD 69.90 


AUD 5.86 





April 93 

AUD 69.90 

AUD 69.26 

AUD 6.70 

AUD 6.64 


HONG KONG 

Marlboro 

October 92 

USD 46.51 


HK 21.00 


Retail prices were increased March 4,1993 in 

DOMESTIC 


March 93 

USD 46.51 

USD 46.51 

HK 22.00 

HK 22.00 

conjunction with an excise tax increase of 








9.5%. 

SINGAPORE 

Marlboro 

September 92 

USD 46.88 


SS4.00 


Retail prices were increased March 2,1993 in 



March 93 

USD 47.92 

USD 45.52 

SS4.40 

SS4.40 

conjunction with an excise tax increase. 

scsiccf’goa 








Page I 3.1 

Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 




PHILIP MORRIS INTERNATIONAL 
PRICING CHANGES - MAJOR TOBACCO MARKETS 
MARCH 1993 


MARKET 

CATEGORY 

MONTH/ 

YEAR 

EX-FACTORY PER 000 

ACTUAL 1993 OB 

RETAIL PRICE/PACK 
ACTUAL 1993 OB | 

NOTES 

MEXICO 

All Brands 

January 93 

4.4% increase 


4.4% increase 


Effective April 3,1993, the industry increased 

(2 month slide-back) 

February 93 

4.5% increase 

— 

4.5% increase 

-- 

cigarette retail prices in order to continue 



March 93 

3.9% increase 

-- 

3.9% increase 

— 

reducing the excise tax rate. 



April 93 

4.5% increase 

8.0% increase 

4.5% increase 

8.0% increase 




April YTD 

22.1% increase 

11.8% increase 

22.1% increase 

11.8% increase 


BRAZIL 

All Brands 

February 93 

48.1% increase 

20.0% increase 

48.1% increase 

20.0% increase 

Price increase implemented in April 1993 

(1 month slide-back) 

March 93 

30.5% increase 

18.0% increase 

30.5% increase 

18.0% increase 

is in line with inflation. 



April 93 

16.0% increase 

18.0% increase 

16.0% increase 

18.0% increase 




April YTD 

331.7% increase 136.6% increase 

331.7% increase 

136.6% increase 
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PHILIP MORRIS INTERNATIONAL 
PRICING CHANGES - MAJOR FOOD MARKETS 
MARCH 1993 


MARKET 

CATEGORY 

MONTH/ 

YEAR 

MONTH 

ACTUAL 1993 OB 

YEAR-TO 

ACTUAL 

-DATE 

1993 OB 

NOTES 

MEXICO 

Viscous 

January 93 

13.5% decrease 

10.0% increase 

13.5% decrease 

10.0% increase 

Price decrease adopted as new pricing strategy 

(1 month slide-back) 






in lieu of trade discounting. 

BRAZIL 

Icc Cream 

December 92 

20.2% increase 

20.0% increase 

87.6% increase 

72.8% increase 

* 

Price increase implemented in March 1993 is 

(3 month slide-back) 

January 93 

25.3% increase 

18.0% increase 

135.1% increase 

103.9% increase 

in line with inflation. 



February 93 

39.2% increase 

18.0% increase 

227.2% increase 

140.6% increase 

' 



March 93 

24.4% increase 

18.0% increase 

307.0% increase 

183.9% increase 

/ 


Tang 

December 92 

25.0% increase 

20.0% increase 

104.8% increase 

72.8% increase 

Price increase implemented in March 1993 is 



January 93 

28.0% increase 

18.0% increase 

162.1% increase 

103.9% increase 

in line with inflation. 



February 93 

28.5% increase 

18.0% increase 

236.9% increase 

140.6% increase 




March 93 

30.0% increase 

18.0% increase 

337.9% increase 

183.9% increase 


ARGENTINA 

Chocolate 

February 93 

7.5% increase 

__ 

7.5% increase 

6.0% increase 

Price increase implemented in February 1993 

(SUCHARD) 

Confectionary 






is in line with inflation. 

(1 month slide-back) 








Sugar 

February 93 

5.9% increase 

-- 

5.9% increase 

6.0% increase 



Confectionary 







PUERTO RICO 

PSD 

December 92 

3.0% increase 

3.0% increase 

3.0% increase 

3.0% increase 

Price increase implemented in December 1992 

(1 month slide-back) 






is in line with budget. 

VENEZUELA 

Viscous 

February 93 

10.4% increase 

15.0% increase 

10.4% increase 

15.0% increase 

Price increases implemented in February and 

(1 month slide-back) 

March 93 

2.0% increase 

— 

12.6% increase 

15.0% increase 

March 1993 are in line with inflation. 


Cheese 

March 93 

16.0% increase 

.—. 

16.0% increase 

_ — 
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PHILIP MORRIS INTERNATIONAL 

PROJECTED PRICE INCREASES NOT YET IMPLEMENTED - MAJOR MARKETS 

MARCH 1993 


CIGARETTE 

MARKET 

EFFECT ON 

TOTAL YEAR 

CONTRIBUTION 

(US$000) 

MONTH/YEAR 

BRAND 

EX. FACTORY PER 000 

FROM TO 

RETAIL PRICE/PACK 

FROM TO 

NOTES 

/ 

Turkey 

S 300 

January 1993 

Marlboro KS 

USD 15.00 USD 16.00 

TRL 10,000 

TRL 11,000 

The Turkish government has not 
increased prices in order to help 
control Turkish inflation. 

Japan 

$17,763 

April 1993 

All Brands 

USD 31.93 USD 32.50 

YEN 250 

YEN 270 

No excise tax increase or retail price 
increase. (Prices shown for Lark) 

Venezuela 

N/A 

February 1993 

All Brands 

15.8% increase 

15.8% increase 

Negotiations with the government 
have been stalled by competitors 
insistence for major brand 
repositioning and the addition 
of two new price categories which 
Catana has refused. 


FOOD 

MARKET 

EFFECT ON 

TOTAL YEAR MONTH/YEAR CATEGORY 

CONTRIBUTION 
(US $000) 

FROM TO 

NOTES 

Puerto Rico ~ 1 

8CS2. 

“N/A February 93 Cheese/Viscous 

pcf'gog 

4% increase 

Cheese and viscous price increases were not increased since US 
Eastern region prices (which KGF PR follows) were not increased. 
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PHILIP MORRIS INTERNATIONAL 
MARGINAL CONTRIBUTION - MAJOR MARKETS - TOBACCO 
(per 000 cigarettes) MARCH YTD 1993 



MARKET 

Marginal 

Contribution 

Marginal 

Contribution 
Per Budget 

Varianee v*. 

Budget 

Fav/(Unfav) 

EXPLANATION for VARIANCE 

EEC 

Germany - cigarettes 

$ 17.65 

$ 19.14 

$ (1,49) 

Currency translation and higher costs 


- rolls 

16.26 

17.16 


Currency translation and unfavorable pricing (excise tax increase). 


Italy - Affiliate 

14.78 

16.86 

(2.08) 

Currency translation partially offset by favorable pricing. 


- Licensee 

1.91 

2.10 


Lower margin on leaf and supplies. 


France 

11.02 

13.19 

(2.17) 

Currency translation* brand mix and unfavorable pricing. 


Spain Mainland (a) 

11.91 

10.93 

0.98 

Higher margin on leaf and favorable pricing. 


Duty Free 

18.22 

21.94 

(3.72) 

Market mix. 

EEMA 

Switzerland 

23.76 

25.97 

(2.21) 

Currency translation partially offset by favorable brand mix. 


Finland 

9.65 

9.71 


Currency translation and brand mix. 


Poland 

4.65 

5.30 


Sourcing mix (licensee vs. exports). 


Romania 

2.02 

3.52 


Brand mix (LAM vs. Marlboro). 


Hungary 

4.80 

5.03 


Timing of leaf shipments and brand mix. 


Russia 

4.17 

5.01 


Brand mix (Bond Street and Apollo Soyuz vs. Marlboro). 


Turkey 

12.28 

11.46 

0.82 

Sourcing mix (exports vs, local production), 


Saudi Arabia 

16.96 

16.35 

0.61 

Lower costs partially offset by brand mix (LAM vs. Marlboro). 

JAPAN 

Japan - Domestic 

21.90 

20.56 

1.34 

Currency translation and lower costs. 

ASIA/PACIFIC 

Australia 

15.22 


0.22 

Favorable pricing, brand mix and lower costs. 


PRC - Domestic 

5.01 

5.02 

(0.01) 



- Duty Free 

15.91 

15.27 

0.64 

Lower costs. 


Hong Kong 

39.87 

36.94 

2.93 

Favorable pricing and lower costs. 


Korea 

15.58 

14.27 

1.31 

Brand mix (higher Virginia Slims) and lower costs. 


Taiwan 

19.00 

17.23 

1.77 

Favorable pricing and lower costs. 


Philippines 

0.80 

1.11 

(0.31) 

Lower LA A supply revenues (flavors). 


Duty Free 

16.65 

15.65 

1.00 

Market mix and lower costs. 

LATIN 

Argentina 

7.18 

7.01 

0.17 

Favorable pricing (excise tax reduction). 

AMERICA 

Brazil 

3.22 

3.88 


Increased trade deal activity and brand mix (higher LAM). 


Venezuela 

3,28 

5.80 

(2.52) 

Unfavorable pricing (budgeted price increase not implemented). 


Puerto Rico 

23,01 

22.10 


Brand mix (higher Marlboro 20*s presentation). 


Duty Free 

14.51 

11,71 

2.80 

Lower costs and market mix. 

USA 

Duty Free Sales 

22.60 

23.40 

(0.80) 

Sourcing mix (higher non-US Sourced volume). 


(•) Include. PM Espan. 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 


































PHILIP MORRIS INTERNATIONAL 
MARGINAL CONTRIBUTION - MAJOR MARKETS - FOOD 
(per kilo) MARCH YTD 1993 



MARKET 

Marginal 

Contribution 

Marginal 
Contribution 
Per Budget 

Variance vs. 

Budget 

Fav/(Unfav) 

EXPLANATION for VARIANCE 

LATIN 

AMERICA 

Argentina - Suchard 
Brazil — Kibon (a) 
Mexico 

Puerto Rico 

Venezuela 

$ 1.79 

8.17 

1.52 

1.22 

0.52 

$ 1.87 

7.97 

1.37 

1.33 

0.55 

$ (0.08) 
0.20 

0.15 

(0.11) 

(0.03) 

Higher milk and warehousing costs. 

Lower costs. 

Lower raw material costs and favorable pricing. 

Unfavorable pricing (budgeted price increases not implemented). 


(a) Margin per 10 liters 


Ol’G4.CCt’202 
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2024337543 


PHILIP MORRIS INTERNATIONAL 
CONSOLIDATED STATEMENT OF EARNINGS 
(U.S. $ 000 OMITTED) MARCH 1993 



MONTH 





YEAR-TO 

-DATE 


ACTUAL 

ACTUAL 

VARIANCE 

VS BUDGET 

Percent 

Fav/(Unfav)vs. 


ACTUAL 

ACTUAL 

VARIANCE 

VS. BUDGET 

Percent 

Fav/(Un£av)vs. 

1993 

1992 

FAV/(UNFAV) 

1992 


1993 

1992 

FAV/(UNFAV) 

1992 

$1,486,909 

11,039,601 

($139313) 

403 % 

Net Sales 

54,181341 

$3404,419 

($292,183) 

193 % 

20,490 

24356 

1,970 

(15.9) 

Royalties and Other Operating Revenue 

58,678 

58380 

3,695 

0.7 

1,507399 

1383,957 

(137345) 

39.1 

TOTAL OPERATING REVENUES 

4340319 

3,562,699 

(288,488) 

19.0 

314341 

214,739 

3357 

(463) 

Variable Cost of Sales 

850386 

673,801 

54,847 

(262) 

728,699 

461,177 

73370 

(58D) 

Foreign Excise Tfexes 

1,920,073 

1383,890 

159388 

(212) 

22,989 

11397 

(4,977) 

(100.0)+ 

Shipping Expenses 

50,868 

32,734 

(2,430) 

(55.4) 

5375 

4,993 

(1,117) 

(11.7) 

UFO Adjustment 

12,131 

13,962 

1,743 

13.1 

4353^ 

391.751 

(67312) 

113 

MARGINAL CONTRIBUTION 

1,406,861 

1358312 

(75,040) 

11.8 

66,653 

72,438 

3303 

8X3 

Fixed Manufacturing Expenses 

194,499 

197,638 

2350 

1.6 

369342 

319313 

(63,809) 

15.6 

AVAILABLE PROFIT 

1312362 

1,060,674 

(72,490) 

143 

152,897 

135384 

10382 

(13-2) 

Marketing 

437,607 

400335 

21,680 

(93) 

47,102 

30,652 

3,553 

(53.7) 

General and Administrative 

118,633 

85,938 

9,987 

(38.0) 

7376 

7,984 

(371) 

1.4 

Research and Development 

19,459 

24,026 

2,433 

19X3 

(20,053) 

11,183 

20,195 

100.0 + 

Currency Translation and Hedging Costs, Net 

(6321) 

7,987 

6,474 

100.0 + 

8,980 

1,907 

m 

(100.0)+ 

Other DeductknV(Incocne), Net 

21310 

9399 

2,420 

(1Q0j0)+ 

196,802 

186310 

33320 

(53) 

TOTAL EXPENSES 

590,688 

528,085 

42,994 

(11.9) 

36,963 

33,788 

9355 

9.4 

Income from Unoonsolidated Companies 

79,805 

53304 

39,699 

493 

209,403 

166391 

(20,734) 

25.9 

INCOME FROM OPERATIONS BEFORE 
INTEREST, AMORT, AND ASSESMENTS 

701,479 

586393 

10303 

19,7 

(6399) 

(1,468) 

(UOM) 

100X> + 

Interest Expense/(Income} Net 

(17399) 

(2,752) 

(5,888) 

100.0 + 

712 

424 

81 

(67.9) 

Amortization of Intangble Assets 

2,103 

1369 

276 

(65.7) 

4368 

0 

(311) 

(100.0)+ 

Outside Shareholders Interest 

5,784 

0 

1,608 

(1004))+ 

4367 

3,600 

7 

(26.9) 

Corporate Assessments, General A Admin. 

13,701 

10,800 

25 

(26.9) 

89 

148 

3X1 

39.9 

Corporate Assessments, Interest 

322 

691 

928 

53.4 

205,766 

163387 

(21454) 

253 

EARNINGS BEFORE INCOME TAXES 

697,468 

576385 

7,152 

21.1 

23,118 

54,489 

53,928 

57.6 

Provision for Income Thxes 

197306 

206,908 

49360 

4.7 

5182,648 

$109,096 

532374 

67.4 % 

NET EARNINGS 

5500362 

5369,177 

556,712 

353 % 



— 








Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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(U.S.$ 000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
REGIONAL SUMMARY OF INCOME FROM OPERATIONS 
MARCH 1993 


MONTH 



YEAR-TO-DATE 


ACTUAL 

1993 

ACTUAL 

1992 

Variance 
vs. Budget 
Favy(Unfav) 

Percent 

Inc ./(Dec) 
vs. 1992 


ACTUAL 

1993 

ACTUAL 

1992 

Variance 
vs. Budget 
Favy(Unfav) 

Percent 

Inc ./(Dec) 
vs. 1992 

$ 89,139 $ 

104,426 

$ (25,216) 

(14.6)% 

European Economic Community (EEC) 

$ 327,760 

$ 360,148 

$ (67,660) 

(9.0)% 

23,679 

43,568 

(16,648) 

(45.7) 

EFTA, Eastern Europe 

Middle East & Africa (EEMA) 

121,723 

122,108 

(13316) 

(0.3) 

58,682 

20,821 

27,965 

100.0+ 

Japan 

111,956 

58331 

35325 

913 

9,606 

17,117 

(5351) 

(43.9) 

Asia/Pacific 

99,013 

89,941 

9,184 

10.1 

34,044 

31,420 

2375 

8.4 

Latin America 

99,989 

67,050 

36,045 

49.1 

4,651 

2,466 

1,459 

88.6 

Duty Free Sales (U.S A.) 

10,982 

7362 

1,648 

49.2 

(7) 

491 

(532) 

(100.0)+ 

Canada 

8340 

9,066 

840 

(8.0) 

9,790 

(37319) 

(4319) 


Inter-Regional Adjustments 

(22,013) 

(78,702) 

5,878 


(15,462) 

(11,455) 

(434) 


Corporate and PMUSA Assessments 

(42,486) 

(34,404) 

2372 


(4,719) 

(5,244) 

(33) 


Headquarters Expenses 

(13,785) 

(14,707) 

(13) 


S 209.403 $ 

166,291 

S 120,7341 

25.9% 

Consolidated Income From Operations 

$ 701,479 

$ 586,093 

$ 10303 

19.7% 


t’t'S.ieef’SO?: 
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PHILIP MORRIS INTERNATIONAL 
REGIONAL SUMMARY OF NET INCOME 
(U.S. $ 000 OMITTED) MARCH 1993 


MONTH 



YEAR-TO 

-DATE 


ACTUAL 

1993 

ACTUAL 

1992 

Variance 
vs. Budget 
Favy(Unfav) 

Perecnt 
Inc7(Dec) 
vs. 1992 


ACTUAL 

1993 

ACTUAL 

1992 

Variance Perecnt 

vs. Budget Inc./(Dec) 
Fav7(Un£av) vs. 1992 

$ 68,184 $ 

82,494 $ 

(16325) 

(17.3)% 

European Economic Community (EEC) 

$ 242323 $ 

264,250 $ 

(55373) 

(8.2)% 

15,327 

28,190 

(9,886) 

(45.6) 

EFTA, Eastern Europe 

Middle East & Africa (EEMA) 

79,714 

80,842 

(5,909) 

(1.4) 

76,574 

14,150 

56,435 

100.0+ 

Japan 

112303 

39,923 

59356 

100.0+ 

16,466 

10,962 

6,961 

50.2 

Asia/Pacific 

73311 

57315 

15,923 

28.3 

24,058 

26,099 

(2377) 

(7.8) 

Latin America 

75,646 

54,123 

25369 

39.8 

3,092 

1,582 

983 

95.4 

Duty Free Sales (U.S A.) 

7,025 

4,706 

852 

49.3 

(4) 

314 

(340) 

(100,0)+ 

Canada 

8,131 

8,684 

820 

(6.4) 

(5,017) 

(38,614) 

(3,155) 


Inter-Regional Adjustments 

(53300) 

(92,179) 

13356 


(12,993) 

(12,719) 

(182) 


Corporate and PMUSA Assessments 

(36,447) 

(39,066) 

1,848 


(3,039) 

(3,360) 

(40) 


Headquarters Expenses 

(8.844) 

(9,421) 

(30) 


$ 182.648 $ 

109.098 $ 

32.074 

67.4% 

Consolidated Net Income 

$ 500362 S 

369.177 $ 

“56.712 

35.5% 

11.2 % 

333% 

22.6% 


Effective Tax Rate 

283% 

35.9 % 

7.4% 


S^SiCCf’202 








Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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(US $ million*) 


PHILIP MORRIS INTERNATIONAL 

ANALYSIS OF INCOME FROM OPERATIONS - VARIANCE VS. BUDGET 

MARCH YTD 1991 



Actual 

• of Variance 

PMI vs. Budget 

Tout Fav/(Unfav) 

Variance Dne To: 1 

Volume/ 

Currency Mis 

Price/ 

Excise 

Direct Indirect Inflation/ 

Marketing Marketing Other 

BBC 











Germany 

$ 131.9 

18.8% $ 

(18.4) 

$ (10.9) $ 

(7.6) * 

0.3 $ 


0.0 $ 

0.0 $ 

(0.2) 

Italy 

85.5 

12.2 

(39.4) 

(37.3) 

(15.3) 

12.0 


0.0 

(0.3) 

1.5 

France 

41.0 

5.8 

(22.9) 

(5.4) 

(18.2) 

(4.5) 


0.0 

(0.3) 

5.5 

Spain Mainland 

26.9 

3.8 

16.7 

(1.9) 

0.8 

(2.5) 


0.0 

0.2 

20.1 

Duty Free 

37.2 

5.3 

7.5 

(0.3) 

10.6 

0.0 


0.0 

0.1 

(2.9) 

Other 

5.3 

0.8 

_LLLD 


2.6 

0.5 


0.0 

■Km 

mnESI 

TOTAL EEC 

327.8 

46.7 

(67.7) 

(56.8) 

(27.1) 

5.8 



(3.6) 

14.0 

BBMA 











Switzerland 

27.6 

3.9 

4.4 

(2.8) 

6.8 

(0.7) 


0.0 

0.0 

1.1 

Finland 

4.7 

0.7 

(2.6) 

0.0 

(2.4) 




0.2 

0.0 

Czech Republic 

9.2 

1.3 

(7.7) 

(0.7) 

0.0 

0.0 



0.4 

(7.4) 

Poland 

1.3 

0.2 

(1.5) 

0.1 

(2.3) 




0.1 


Hungary 

(0.2) 

0.0 

(1.4) 

(0.2) 

(1.1) 

0.0 



(0.1) 

0.0 

Russia 

6.0 

0.9 

(10.0) 

0.4 

(12.3) 




0.9 


Turkey 

19.9 

2.8 

1.1 

(0.1) 

2.1 

(0.1) 



(0.2) 

(0.6) 

Saudi Arabia 

31.4 

4.5 

10.3 

0.1 

8.3 




0.1 

1.8 

Other 

21.8 

3.1 

(5-9) 

(2,2) 

0.8 

1.4 


HI - 

2.1 

(8.01 

TOTAL EEMA 

121.7 

17.4 

(13.3) 

(5.4) 

(0.1) 

0.3 


0.0 

3.5 

(11.6) 

JAPAN 

112.0 

16.0 

35.2 

17.9 

17.5 

0.9 


0.0 

0.4 

(1.5) 

ASIA/PACIFIC 











Australia 

22.7 

3.2 

4.3 

(0.8) 

0.0 

1.3 


0.0 

0.0 

3.8 

PRC 

1.4 

0.2 

0.4 

0.0 

1.5 

0.0 


0.0 

0.0 

(i.i) 

Hong Kong 

24.5 

3.5 

3.3 

0.1 

0.4 

2.1 


gjUtj^H m 

0.1 

0.6 

Korea 

(0.3) 

0.0 

1.2 

0.3 

0.7 



0.0 

(0.3) 

0.5 

Thiwan 

4.8 

0,7 

0.9 

(0.6) 

0.4 

0.5 


0.0 

0.0 

0.6 

Philippines 

2.1 

0.3 

(0.9) 

0.0 

(0.9) 





0.0 

Duty Free 

31.6 

4.5 

(1.4) 

(0.1) 

(2.4) 




0.1 

1.4 

Other 

12.2 

1.7 

1.4 


2.3 

(1,0) 


0.0 

0.0 


TOTAL ASIA/PACIFIC 

99.0 

14.1 

9.2 

(1.4) 

2.0 

2.5 



(0.1) 

■ 
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(US $ millions) 


PHILIP MORRIS INTERNATIONAL 

ANALYSIS OF INCOME FROM OPERATIONS - VARIANCE VS. BUDGET 

MARCH YTD 1993 







Variance Due To: ! 




*of 

Variance 













PMI 

vs. Budget 



Volame/ 

Price/ 

Direct 


Indirect 


Inflation/ 



Aetna! 

Total 

Fav/(Unfav) 

Currency 


Mix 

Excise 

Marketing 


Marketing 


Other 

LATIN AMERICA 














TOBACCO 














Export and LA A Supply Income 

$ 

16.8 

2.4% 

S 2.4 

$ 0.0 

$ 

1.8 S 

0.2 $ 

0.0 

$ 

(0.1) 

$ 

0.5 

Royalty A Dividend Income 


48.8 

7.0 

18.9 

0.0 


0.0 

0.0 

0.0 


0.0 


18.9 

Argentina 


14.5 

2.1 

2.6 

0.0 


1.6 

0.1 

0.0 


0.0 


0.9 

Puerto Rico 


(0.3) 

0.0 

0.1 

0.0 


0.1 

0.0 

0.0 


0.0 


0.0 

Other 


(2.8) 

(0.4) 

1.6 

0.0 


0.0 

0.0 

0.0 


0.0 


1.6 

Sub-total 



11.1 

25.6 



3.5 


0.0 




21.9 

FOOD 














Export Income 


1.4 

0.2 

(0.7) 

0.0 


(0.2) 

(0.5) 

0.0 


0.0 


0.0 

Royalty A Dividend Income 


10.6 

1.5 

10.3 

0.0 


0.0 

0.0 

0.0 


0.0 


10.3 

Argentina 


1.3 

0.2 

0.2 

0.0 


0.1 

0.0 

0.0 


0.2 


(0.1) 

Mexico 


7.5 

1.1 

0.8 

0.2 


(1.3) 

1.1 

0.0 


(0.3) 


1.1 

Puerto Rico 


3.0 

0.4 

0.5 

0.0 


1.4 

(2.0) 

0.0 


(0.3) 


1.4 

Other 


(0.8) 

(0.1) 

(0.7) 

0.0 


0.0 

0.0 

0.0 


0.0 


(0.7) 

Sub-total 



3.3 

10.4 

0.2 



(1-4) 

0.0 


BHHKXn 



TOTAL LATIN AMERICA 


100.0 

14.4 

36.0 

0.2 


3.5 

(1.1) 

0.0 


(0.5) 


33.9 

DUTY FREE (USA) 

Sub-total 


11.0 

1.6 

1.6 

0.0 


3.1 

0.0 

0.0 


0.0 


asi 


771.5 

110.2 

1.0 

(45.5) 


(U) 

8.4 

0.0 


(0.3) 


39.5 

Corporate and PM USA Assessments 


(42.5) 

(6.1) 

2.4 

0.0 


0.0 

0.0 

0.0 


0.0 


2.4 

Headquarters Expenses 

Other Income/(Deductions), Net and 


(13.8) 

(2.0) 

0.0 

0.9 


0.0 

0.0 

0.0 


0.0 


(0.9) 

Consolidating Adjustments 

Income From Operations 


(13.7) 

(2.1) 

6.8 

70.5 


(13.6) 




T)fTm 



$_ 

701.5 

100.0% 

$ 10.2 

$ 25.9 

s : 

(14.71 $ 

8.3 $ 

0.0 


— (0-3) 

S = 

(9-0) 












-i.t’SiCCf-gOg 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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PHILIP MORRIS INTERNATIONAL 

ANALYSIS OF INCOME FROM OPERATIONS - VARIANCE VS. PRIOR YEAR 
(US $ millions) MARCH YTD 1993 



Actual 

% of Variance 

PMI vs. 1992 

Total Fav/(Uafav) 

Variance Dne To: i 

Volume/ 

Currency Mix 

Price/ Direct Indirect Inflation/ 

Excise Marketing Marketing Other 

BBC 










Germany 

S 131.9 

18.8 % $ 

6.2 

$ 3.0 $ 

(2.9) $ 

12.5 $ 

(1.0) $ 

(1.6) $ 

(3.8) 

Italy 

83.3 

12.2 

(18.4) 

(35.7) 

33.9 

13.0 

(2.9) 

(0.9) 

(5.8) 

France 

41.0 

5.8 

(0.3) 

0.5 

(3.4) 

6.6 

(0.6) 

(1.9) 

(1.5) 

Spain Mainland 

26.9 

3.8 

(6.8) 

(0.7) 

(6.5) 

0.4 

1.9 

0.4 

(2.3) 

Duty Free 

37,2 

5.3 

22.3 

0.5 

20.8 

3.5 

0.5 

0.1 

(3.1) 

Other 

3.3 

0.8 

(33,4) 


7.6 

6.0 

2.5 


(43.4) 

TOTAL EEC 

327.8 

46.7 

(32.4) 

(60.0) 

49.5 

42.0 

0.4 

(4.4) 

(59.9) 

BBMA 










Switzerland 

27.6 

3.9 

6.2 

(0.8) 

7.9 

(1.9) 

1.4 

(0.8) 

0.4 

Finland 

4.7 

0.7 

(3.4) 

(0.5) 

(2.8) 

(0.6) 

0.7 

(0.3) 

0.1 

Czech Republic 

9.2 

1.3 

7.0 

(0.8) 

0.0 

0.0 

(1.4) 

(2.1) 

11.3 

Poland 

1.3 

0.2 

(3.8) 

(0.5) 

(3.7) 

0.5 

(0.4) 

0.4 

(0.1) 

Hungary 

(0.2) 

0.0 

(0.9) 

0.4 

(1.1) 

0.0 

0.0 

(0.2) 

0.0 

Russia 

6.0 

0.9 

7.2 

0.0 

9.1 

0.0 

(0.3) 

(0.6) 

(1.0) 

Turkey 

19.9 

2.8 

7.2 

0.0 

16.9 

(2.5) 

(2.7) 

1.0 

(5.5) 

Saudi Arabia 

31.4 

4.5 

(3.3) 

0.0 

(5.0) 

1.5 

0.1 

0.0 

0.1 

Other 

21.8 

3.1 

(16.6) 


0.6 

0.0 

1.0 



TOTALEEMA 

121.7 

17.4 

(0.4) 

(2.7) 

21.9 

(3.0) 

(1.6) 

(4.1) 

(10.9) 

JAPAN 

112.0 

16.0 

53.7 

36.2 

22.1 

0.7 

0.0 

(0.1) 

(5.2) 

ASIA/PACIFIC 










Australia 

22.7 

3.2 

1.7 

(2.3) 

(4.7) 

11.8 

(0.7) 

0.2 

(2.6) 

PRC 

1.4 

0.2 

(1.3) 

0.0 

(0.2) 

0.0 

0.6 

(0.8) 

(0.9) 

Hong Kong 

24.5 

3.5 

3.0 

(0.1) 

(5.5) 

7.8 

0.7 

0.1 

0.0 

Korea 

(0.3) 

0.0 

2.1 

(0.4) 

1.1 

0.0 

2.1 

(0.7) 

0.0 

Thiwan 

4.8 

0.7 

(0.1) 

(0.7) 

0.3 

0.0 

(0.3) 

0.2 

0.4 

Philippines 

2.1 

0.3 

(0.5) 

0.0 

(0.4) 

0.0 

0.0 

0.0 

(0.1) 

Duty Free 

31.6 

4.5 

(0.1) 

(0.1) 

(1.2) 

1.3 

0.1 

0.0 

(0.2) 

Other 

12.2 

1.7 

4.3 


2.0 

3.9 



(1.1) 

TOTAL ASIA/PACIFIC 

99.0 

14.1 

9.1 

(3.7) 

(8.6) 

24.8 

2.4 

0-3) 

(4.5) 
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(US (millions) 


PHILIP MORRIS INTERNATIONAL 

ANALYSIS OF INCOME FROM OPERATIONS - VARIANCE VS. PRIOR YEAR 

MARCH YTD 1993 


LATIN AMERICA 
TOBACCO 

Export and L&A Supply Income 

Royalty A Dividend Income 

Argentina 

Puerto Rico 

Other 

Sub-total 

FOOD 

Export Income 

Royalty A Dividend Income 

Argentina 

Mexico 

Puerto Rico 

Other 

Sub-total 

TOTAL LATIN AMERICA 


DUTYFREE (USA) 


Sub-total 


Corporate and PM USA Assessments 
Headquarters Expenses 
Other Income/(Deductions), Net and 
Consolidating Adjustments 


Income From Operations 


etcicct-Koz 


. 

*or 

Variance 

Variance Dne To: | 


PMl 

va, 1992 

Volume/ 

Price/ Direct 

Indirect 

Inflation/ 

Actual 

Total 

Fay/(Uafay) 

Currency Mix 

Excise Marketing 

Marketing 

Other 


16.8 

2.4% 

$ 

(0.7) 

$ 0.0 1 

(4.6) $ 

3.8 $ 

(0.4) $ 

(0.1) 8 

0.6 

48.8 

7.0 


26.4 

0.0 



w'k 

0.0 

26.4 

14.5 

2.1 


4.7 

0.0 

4.1 

6.0 

(1.5) 

0.5 

(4.4) 

(0.3) 

0.0 


(0.4) 

0.0 

(0.5) 


(0.3) 

0.1 

0.1 

(2.8) 

(0.4) 


(1.7) 

0.0 

0.0 

0.0 

(0.0) 

0.0 

(1.7) 

77.0 

11.1 


28.3 

0.0 


10.0 

_ (M) ~ 

OX 

21.0 

1.4 

0.2 


(0.3) 

0.0 

0.5 

(0.5) 


0.0 

(0.1) 

10.6 

1.5 


3.9 

0.0 

0.0 

0.0 



3.9 

1.3 

0.2 


(2.5) 

0.0 

(2.2) 

0.7 

(0.1) 

(0.1) 

(0.8) 

7.5 

1.1 


3.0 

(0.2) 

1.4 

5.0 

(2.1) 

(0.1) 

(1.0) 

3.0 

0.4 


0.8 


0.9 

0.3 

CM) 

0.0 

(0.3) 

(0.8) 

(0.1) 


(0.3) 

0.0 

0.0 

0.0 

0.0 

0.0 

(0.3) 

23.0 

* 3.3 


4.6 

(0.2) 

0.6 

5.5 

(2.5) 


1.4 

100.0 

14.4 


32.9 

(0.2) 

(0.4) 

15.5 

(4.7) 

0.3 

22.4 

11.0 

1.6 


3.6 

0.0 

4.9 

1.9 

(12) 

0.6 

f2.6} 

771.3 

110.2 


66.5 

(30.4) 

89.4 

81.9 

(4.7) 

(9.0) 

(60.7) 

(42.5) 

(6») 


(8.1) 

0.0 

0.0 

0.0 

0.0 

0.0 

(8.1) 

(13-8) 

(20) 


0.9 

0.5 

0.0 

0.0 

0.0 

0.0 

0.4 

03.7) . 

_(2JJ 

— 

56.1 

6.2 

(3-3) 

(11.7) 



69.2 

I 701.5 

100.0% 

$ 

115.4 

8 (23.7) $ 

86.1 $_ 

70.2 8 _ 

(3.3) 8 _ 

(12.71 8_ 

0.8 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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PHILIP MORRIS INTERNATIONAL 
INCOME FROM UNCONSOLIDATED COMPANIES 
(U.S. $000 OMITTED) MARCH 1993 


Month 


Year-to-Date 



Variance 

Variance 



Variance 

Variance 

Budget 


vs. Budget 

vs. 1992 



vs. Budget 

vs. 1992 

Total 

Received 

Fav/(Unfav) 

Fav/(Unfav) 

Affiliate 

Received 

Fav/(Unfav) 

Fav/(Unfav) 

Year 




Dividend Income 





$15,239 

$1,239 

($5,261) 

PM Espana (Spain) 

$15,239 

$1,239 

($5,261) 

$27,000 

296 

296 

296 

Godfrey Pb Slips (India) 

296 

296 

296 

370 

0 

0 

0 

Ceylon Tobacco (Sri Lanka) 

51 

51 

(52) 

330 

8,289 

8,289 

8,289 

Argentina Hddings/MJ > . 

8,289 

8389 

8,289 

15,400 

0 

0 

(877) 

Tabacalera (Costa Rica) 

0 

0 

(877) 

0 

4,110 

4,110 

1,203 

EU (Dominican Republic) 



9,884 

21,564 

0 

0 

0 

Ecuador Combined 

4,749 

669 

(3,046) 

4,080 

0 

0 

0 

Tasasa (El Salvador) 

0 

0 

(35) 

0 

0 

(15,710) 

(4,688) 

Cigatam (Mexico) 

23,720 

8,010 

19,032 


1,064 

(36) 

1,064 

Abal Herman os (Uruguay) 

1,064 

(36) 

1,064 


0 

0 

0 

Catana (Venezuela) 

0 

0 

0 

1,832 

8,127 

8,127 

8,127 

KGF (Mexico) 

8,127 

8,127 

8,127 

0 

2,194 

2,194 

(3,984) 

Kibon (BrazS) 

2,194 

2,194 

(3,984) 

7,000 

0 

0 

0 

Rothmans, Benson & Hedges (Canada) 

7,758 

783 

(246) 

27,900 

39319 

8309 

4,169 


88,057 

40,070 

33,191 

122,286 









0 

0 

1362 

Egri (Hungary) 

0 

0 

1362 

0 

(2356) 

1,046 

(2356) 

PhOsa (Turkey) 

(8,252) 

_*371) 

(8,252) 

(13,673) 

$36,963 

$9,555 

$3,175 

TOTAL PMI 

$79,805 

$39,699 

$26,301 

$108,613 



- 





Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 





2024337551 


PHILIP MORRIS INTERNATIONAL 
ROYALTY AND PROFIT SHARING INCOME 
(UA $000 OMITTED) MARCH 1993 


Month 



YEAR-TO-DATE • 



Variance 

Variance 



Variance 

Variance 

Budget 

Total 

vs. Budget 

VS. 1892 


Total 

vs. Budget 

vs. 1992 

Total 

Received 

Fav/(Unfov) 

Fav/OJnfav) 

Market/Affilate 

Received 



Year 




Royalty Income 





$i.i5i 

(*226) 

(*16) 

Italy -Monltol * 

$5,245 

$816 

*1.677 

$12,604 

454 

(644) 

(342) 

Rothmans (UK) Partnership 

1.535 

(922) 

(120) 

6,848 

165 

0 

(14) 

Greece* 

561 

1 

(35) 

2,217 

287 

(72) 

287 

Spain - T8A * 

861 

(216) 

661 

3,444 

472 

274 

186 

PMEspana* 

825 

164 

524 

1,978 

1,541 

745 

769 

Andorra* 

3,463 

1,365 

1,118 

16,647 

339 

(125) 

(268) 

Finland * 

1,138 

(565) 

(374) 

7,970 

1,322 

1,322 

1,322 

Poland 

1,333 

(1,046) 

(247) 

8,493 

796 

(65) 

117 

Austria * 

2,624 

(223) 

224 

10,088 

1 

1 

(279) 

Egypt 

630 

70 

(339) 

4,219 

4,514 

(1.929) 

1,780 

Japan * 

10,979 

(2.556) 

2,382 

54,712 

342 

12 

42 

Philippines 

985 

19 

59 

3,960 

285 

11 

0) 

Indonesia 

965 

226 

298 

4,906 

0 

0 

0 

Massalln Particutares (Argentina) 

2,566 

2,566 

367 

0 

384 

(58) 

(39) 

Clgatam (Mexico) 

1,362 

(10) 

(17) 

5,786 

280 

lie 

280 

EU (Dominican Republic) 

280 

(251) 

(23) 

2,149 

543 

341 

543 

Catena (Venezuela) 

728 

(11) 

728 

1,871 

220 

118 

138 

Tanasa, Proas a, ttabsa (Ecuador) 

419 

113 

(35) 

1,600 

1,440 

1,440 

1,440 

Argentina Sucherd 

1,440 

1,440 

1.440 

0 

0 

0 

0 

Argentina Allmentoe 

62 

82 

62 

0 

0 

0 

0 

KGF Venezuela 

0 

0 

0 

1,080 

149 

(23) 

(4,24$) 

Other Food 

424 

(205) 

(4,456) 

1,395 

23 

(502) 

(489) 

Rothmans, Benson & Hedges (Canada) 

612 

87 

(471) 

2,100 

0 

(358) 

(749) 

Marlboro Classics 

0 

(1.075) 

(749) 

4,300 

0) 

(3) 

35 

Technical Services 

83 

33 

(167) 

50 

(1,061) 

(1,403) 

(3.657) 

Others 

1,030 

(2,233) 

(3,270) 

19,417 

13,644 

(1,196) 

<3,169 

Total Royalty Income 

40,390 

(2,333) 

(543) 

177,834 




Profit 8herino Incoma 





0 

0 

0 

Finland 

779 

779 

767 

25,196 

235 

95 

98 

Greece 

789 

301 

379 

3,740 

0 

0 

0 

Rothmans (UK) Partnership 

0 

0 

0 

5,100 

0 

0 

(159) 

Others 

0 

0 

(968) 

4,400 

235 

95 

TB1) 

Total Profit Shoring Incoma 

1.568 

1,080 

158 

38,438 

$13,879 

($1,101) 

(*3.230) 

Total 

$41,958 

($1,253) 

■HKIIn 

$216.272 









* Royalty income is recorded on the aocraal basis. 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 
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(U.S. $000 OMITTED) 

Y-T-D Actual 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Variance Fav/(Unfav) vs. Budget 


Unit 

Volume 

fmio) 

Operating 

Revenues 


Marginal 

Contrib, 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


i|| 

> 

Operating 

Revenues 


Marginal 

Contrib, 

Direct 

Markethg 

Net 

Contrib. 

Net 

Contrib. 

PerM 

9,823.9 S 1,176,260 

$ 

189,698 $ 

25,912 

$ 163,786 $ 

16.67 

Marlboro 

(274.8) $ 

(114,319) 

s 

(22,122) $ 

11394 

(101728) 

$ (0.61] 

1,868.7 

189,848 


18,622 

1,497 

17,125 

9.16 

F6 

(105.4) 

(23,853) 


(2,114) 

1,746 

(368) 

030 

3473 

38,852 


5,073 

3,193 

1,880 

5.41 

L&M 

(72.1) 

(11.188) 


(1*570) 

1,706 

136 

1.25 

3505 

41,747 


6316 

5,196 

1320 

3.77 

Philip Morris 

(0-4) 

(2344) 


(431) 

623 

192 

036 

127.6 

12,963 


1,257 

9 

U48 

9.78 

Juwel 

5.4 

(276) 


(23) 

76 

53 

0.00 

66.7 

6,775 


514 

10 

504 

736 

Karo 

9.4 

566 


23 

75 

98 

047 

993 

11*721 


1,603 

5 

1398 

16.09 

All Others 

(4.9) 

(1,526) 


(176) 

637 

461 


7333 * 

41,031 


11,934 

2399 

9335 

12.72 

Marlboro Rolls 

202* 

(1,187) 


(311) 

572 

261 

OOO 


4,783 


818 

72 

746 


"Make Your Own" 


(2346) 


(608) 

224 

(384) 





(258) 


(258) 


Std. Cost Deviations 




(258) 


(258) 






8334 

(8334) 


Budget Adj. (DME) 





(13,888) 

(13,888) 


12,6843 * $ 

1323,980 

$: 

235,171 $ 

46327 

188,950 

14.90 

Total 

(442,8V $ 

056,8731 

s~ 

127,5901 $ 

3,165 

(24,425) 

(135; 

1 

; 12015 

s = 

1859 $ 

3.69 





17.90) 

K 

11.471 $ 

012 




(A) 








(B) 


<B) ' 









30644 

2.42 

FM£~ 






3,791 

020 






21,027 

1.66 

Indirect Marketing 






1334 

006 






5,025 

040 

G&A 






517 

0.02 






(189) 

(O01) 

Currency Transaction 






189 

0.01 






579 

003 

Other 






26 

002 






S 131,864 S 

1040 

Income from Operations 






$ 11.04 

















* Marlboro Rolls volume not included in total. 


(A) Operating Revenues per thousand cig. excluding excise UK is $ 26*57* 

(B) Primarily due to currency translation. 

(C) Primarily due to lower cigarette volume as a result of increased border sales and the tobacco rolls segment, and currency translation. 


ZSCiECtZOZ 


GERMANY 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIOHAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Actual __ Y-T-D Variance FavflUnfav) vs. Budget 


Unit 

Volume 

(mio) 

Operating 

Revenues 


Margrial 

Contrib. 

Direct 

Marketng 

Net 

Contrib, 

Tlet 

Contrib. 

PerM 


Unit 

Volume 

(m») 


Operating 

Revenues 


Margrial 

Contrib. 

Direct 

Marketrig 

Net 

Contrib. 

Net 

Contrib. 

PerM 

1*551.0 

$ 10,923 

$ 

4,991 $ 

f 

S 4,991 $ 

3.22 

Marlboro - licensee 

28a7 

$ 

(U26) 

$ 

(218) S 


$ (218) $ 

(038 

4314.5 

106,830 


69,689 

8,979 

6<X710 

14.07 

Marlboro - Exports 

(209.4) 


(15,792) 


(12,770) 

2308 

(10,462) 

(1.66 

5,8653 

117,753 


74,680 

8,979 

65,701 

1130 

Total Marlboro 

713 


(I7T018) 


(12,988) 

2308 

(1(1680) 

(1.98; 

2,096.0 

49,448 


301142 

524 

29,618 

14.13 

Merit 

(297.1) 


(13,425) 


(9366) 

2,414 

(7,452) 

(136 

1,868.2 

2,602 


1,901 


1,901 

1.02 

Diana - Licensee 

(2083) 


(804) 


(471) 


(471) 


1359.7 

31351 


16,773 

15 

16,758 

1232 

Multifilter 

(220.0) 


(9,073) 


(5375) 

1326 

(4,049) 


1317.2 

28,488 


16,644 

38 

16,606 

13.64 

Philip Morris 

45.4 


(1,900) 


(M97) 

2,987 

1,490 

a74 

6653 

1,737 


918 


918 

138 

Muratti - Licensee 

7.8 


(1,772) 


66 

697 

763 

1.14 

275.1 

6392 


Z957 

614 

2343 

832 

Muratti - Experts 

35.0 


405 


(253) 

494 

241 

(033 

940.4 

8329 


3,875 

614 

3361 

3.47 

Total Muratti 

423 


(U67) 


(187) 

1,191 

1,004 

a96 

325.1 

7,726 


4331 

324 

3,907 

12.02 

Chesterfield 

(1<X2) 


(940) 


(U25) 

2,177 

952 

331 

84.7 

2317 


988 


968 

11.66 

All Others 

33.8 


24 


(1,101) 

448 

(653) 





1,187 


1,187 


Std. Cost Deviations 





1,187 


1,187 





(164) 


(164) 


LIFO 





236 


236 






9,187 

(9,187) 


Budget Adj. (DME) 






(11,541) 

(11,541) 


13,756.8 

$ 248314 

s' 

150257 $ 

19,681 

130376 

9.49 

Total 

(5423) 

s' 

(44,503) 

s’ 

(31.4871 S 

1310 

(29,977) 

(1.74; 


$ 18.06 

S 

1092 S 

1.43 





s : 

(2.43) 

s = 

(1.791 S 

0.05 













(A) 


“(A) 









19,717 

1.43 

F MM. 







3301 

0.19 






5,993 

0.44 

Indirect Marketing 







452 

0.01 






4,932 

036 

G&A 







1,015 

0.06 






14381 

1.05 

Currency Transaction 







(14,381) 

( 1 . 05 ; 






28 

(0.01) 

Other 







(28) 

aoi 


S 85,525 $ 

632 

Income from Operations 







S (39,418) S ; 

“ (232 


(A) Primarily due to sourcing mix, (MLB Licensee vs. Btports) and currency translation, partially offset by favorable pricing! — 

(B) Primarily due to die timing of stock level replenishment followrig the end of the fourth quarter 1992 union strike, sourcing mn and currency translation, 
partially offset by favorable pricing. 
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(U3. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 


Y-T-D Actual 


Unit Operating Marginal 

Volume Revenues Contrib 


Direct Net 

Markethg Contrib, 


Net 

Contrib. 

PerM 


Y-T-D Variance Fav^Unfav) vs. Budget 


Unit Operating Marginal Direct 

Volume Revalues Contrib. Marketing 

(mio) 


Net 

Net Contrib 
Contrib. Per M 


4,619.6 $ 

102,419 $ 

58,754 $ 

10,799 

$ 47,955 $ 

1038 

Mariboro 

(1,6373) 

$ (501406) 

$ (31,485) $ 

(667) 

$ (32,152) $ 

(2.42] 

1,258.9 

27,271 

13308 

2387 

10,921 

8.68 

Philip Morris 

(264.1) 

(8,877) 

(4,480) 

1,995 

(2,485) 

(bl2] 

1,199 3 

19,420 

7,104 

248 

6,856 

5.72 

Chesterfield 

9353 

13,167 

4324 

1,409 

5,633 

1.09 

67.5 

1,237 

449 


449 

6.65 

Fortuna 

(38.8) 

(1,046) 

(595) 

32 

(563) 

(237 

1963 

3,055 

938 

15 

923 

4.69 

LAM 

493 

275 

(161) 

160 

(1) 

(137 

308 

699 

263 


263 

834 

Muratti 

3.9 

38 

(13) 


(13) 

(1.72] 

852 

1386 

470 

64 

406 

4.77 

All Others 

(1-8) 

3314 

2,842 

136 

2,978 




884 


884 


Std. Cost Deviatkns 



884 


884 





835 

(835) 


Budget Adj. (DME) 




(2,489) 

(2,489) 


7,458.1 $ 

155,987 S 

82.170 $ 

14348 

67,822 

9.10 

Total 

(953.91 

$ (43.535) 

S 128,7841 $ 

576 

(28,206) 

(232) 


70.92 $ 11.02 $ 


$ (2.80) 


13,858 

1.86 

FMJS. 

2,915 

7331 

1.01 

Indirect Marketing 

(7) 

5,938 

080 

O&A 

1,853 

(556) 

(007) 

CurrencyTransaction 

556 

15 

ooo 

Other 

(15) 

41,036 $ 

530 

Income from Operations 

$ 122,9061 


15 ai3 

(7) (ftl2 


(A) Primarily due to cuirency translation, brand mlrvid unfavorable pricing. 

(B) Prinarily due to lower volume following the Januaiy price increase which has resulted in downtrading from premium brands, and currency translation. 
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(U^. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T^-D Actual Y-T-D Variance Favy(Unfav) vs. Budget 


Unit 

Volume 

fmio) 

Operathg 
Revenues (A) 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mio) 

Operating 
Revenues (A) 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 

1,197.6 

i 

40,822 

$ 

30,092 $ 

2,447 J 

! 27,645 $ 

23.08 

Marlboro 

206.1 

$ 3,172 

S 

2,723 $ 

2492 1 

1 5,115 

$ 041 

3913 


12,644 


8339 

619 

7,920 

20.23 

Muratti 

27.1 

(512) 


(77) 

728 

651 

0.28 

216.6 


6,100 


4,019 

9 

4,010 

1831 

Brunette 

27.7 

191 


195 

29 

224 

(1.53; 

206.4 


7,180 


5,015 

1,045 

3,970 

19.05 

Philip Morris 

20.9 

13 


115 

1395 

1,410 

5.40 

80.1 


2,726 


1,971 

14 

1,957 

24.43 

Merit 

8.0 

(10) 


38 

475 

513 

4.40 

943 


2,907 


2339 

704 

1335 

1638 

All Others 

14.7 

196 


280 

767 

1,047 






115 


115 


Std. Cost Deviations 




(158) 


(158) 







4,742 

(4.742) 


Budget Adj. (DME) 





(4,742) 

(4,742) 


2,188.5 

$ 

72379 

S] 

5L990 $ 

9380 

42,410 

1938 

Total 

306.5 

$ 3.050 

$ 

3,116 $ 

944 

4,060 

(1.00) 


$ 

33.07 

$ 

23.76 $ 

438 





S 13.771 

%_ 

12311 $ 

131 













<B> 


(B) 










4301 

1.97 

FME. 






(270) 

0.17 







8,429 

335 

Indirect Marketing 






804 

1.06 







2,065 

a94 

G&A 






(133) 

0.09 






< 

1 27,615 $ 

1 12.62 

Income from Operations 





i 

; 4,461 

S 042 


(A) Excludes excise taxes. 

(B) Primarily due to currency translation, partially offset by favorable brand mix. 

(C) Primarily due to higher volume including higher sales to the Tessin, partially offset ty currency translation. 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Actual Y-T-D Variance Favy(Unfav) vs. Budget 


Unit 

Volume 

(mk>) 


Operating 

Revenues 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mio) 

Operatrig 

Revenues 

Marghal 

Contrib, 

Drect 

Marketing 

Net 

Contrib, 

Net 

Contrib. 

PerM 

383.6 

$ 

6,603 

$ 

4,021 $ 

7 

$ 4,014 S 

10.46 

Marlboro 

(232.4) $ 

(2,853) $ 

(2,477)$ 

540 $ 

(1,937) $ 

030 

174,0 


2,413 


1,463 

114 

1,349 

7.75 

Belmont 

(79.7) 

(1,127) 

(910) 

(14) 

(924) 

(121) 

158.8 


1,412 


966 


966 

6.06 

L&M 

23.9 

359 

90 

99 

189 

032 

7.4 


853 


602 

7 

595 


All Others 

(4.0) 

473 

355 


%4Q 






69 


69 


Std. Cost Deviations 



69 


69 






(138) 


(138) 


UFO 



(ii) 


(ii) 







500 

(500) 


Budget Adj. (DME) 




(500) 

(500) 


723.8 

$ 

11,281 

$ 

6,983 $ 

628 

6355 

8.78 

TOTAL 

(292.2) $ 

(3,148) $ 

(2,884) $ 

118 

(2,766) 

(020 


$ 

1539 

s 

9.65 $ 

0l87 




$ 

139 $ 

(a06) $ 

(ai4) 









400 

035 

F ME. 



(A) 


(58) 

(a21] 







1,052 

1.45 

Indirect Marketing 





428 

aoi 







150 

031 

G&A 





(127) 

(ai9] 







$ 4.753 $ 

637 

Income From Operations 




$ 


f039 














mscuml 



(A) Primarily due to currency translation and unfavorable brand mix. 

(B) Primarily die to lower industry volume as a result ofthe recession, unfavorable brand mix and currency translation. 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Actual Y-T-D Variance Fav^Unfav) vs. Budget 


Unit 

Volume 

fmk>) 

Operathg 

Revenues 


Marginal 

Contrib. 

Direct 

Markethg 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit Operating 

Volume Revenues 

fmk>) 


Marginal 

ContriK 

Direct Net 

Marketing Contrib, 

Net 

Contrib. 

PerM 

1,172,4 

S 22,001 

$ 

13,179 

$ 435 

$ 12,744 

$ 1087 

Marlboro 

(929.1) $ (17,931) 

$ 

(10,056) 

$ 315 $ (9,741) 

$ 0.17 

1,131.7 

7,626 


1,631 


1,631 

1.44 

Bond Street 

1 

I 


(428) 

12 (416) 

ai3 

981.5 

6^43 


U27 

265 

1,062 

1.06 

Apollo Soyuz 

(193,6) (1,748) 


(923) 

(240) (1,163) 

(081) 

486.1 

4,433 


967 


967 

1,99 

All Others 

(50.3) (661) 


329 

87 416 





(440) 


(440) 


Std. Cost Deviations 



(22) 

(22) 





(927) 


(927) 


UFO 



(113) 

(113) 






175 

(175) 


Budget Adj. (DME) 




(175) (175) 


3,771.7 

$ 40303 


15,737 

$ 875 

14,862 

3.94 

Total 

(1,601.3) S (23,790) 

$ 

(11,213) 

$ (1) (11,214) 

(0.91) 


$ 10.69 

$ = 

4.17 

$ 0.23 




$ (1.24) 

S_ 

(0JB4) 

$ (0.07) 







6,865 

1.82 

F ME 

(A) 


(A) 

(181) 

(a58] 






2,024 

054 

Indirect Marketing 




1,066 

ao4 






0 

aoo 

G&A 




331 

0.06 






$ 5,973 

$ 1.58 

Income from Operations 





Ems 












_ m 



(A) Primarily due to unfavorable brand mix, 

(B) Primarily unfavorable brand mi* and lower volume due to a deteriorating economic situation. 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
(U.S. $000 OMITTED) MARCH 1993 

Y-T-D Actual Y-T-D Variance Fav^Unfav) vs. Budget 


Unit 

Volume 

fmio) 

Operathg 

Revalues 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mio) 

Operathg 

Revenues 


Marghal Direct Net 

Contrib. Marketing Contrib. 

Net 

Contrib. 

PerM 

2,825.7 

$ 61,093 

$ 

37,623 

$ 151 

$ 37,472 

$ 13.26 

Marlboro 

(133.4) 

$ (6353) 

$ 

1,490 $ 4,489 $ 5,979 

$ 162 

545.1 

11459 


5,450 

29 

5,421 

9.94 

Parliament 

64.0 

1,107 


753 1,997 1750 

439 

27.7 

846 


576 

2,653 

(2,077) 

(74.98) 

All Others 

6.9 

241 


(99) (3,064) (3,163) 





(711) 


(711) 


Std. Cost Deviations 




(104) (104) 





(1,201) 


(U01) 


UFO 




28 28 






3,694 

(3,694) 


Budget Adj. (DME) 




(3,694) (3,694) 


xms 

% 73.098 

$ 

41,737 

$ 6.527 

35,210 

1036 

Total 

(<3-3) 

$ 15,005) 


2,068 $ 1272) 1,796 

0.71 


$ 2141 

y 

1228 

$ 1.92 

9,952 

193 

F ME. 


$ 11.06) 
- 1X1 

s : 

082 $ lain 
(A) 

(169) 

(0.10) 






3413 

1.03 

Indirect Marketing 




(180) 

(0.07 






1,829 

044 

G&A 




(403) 

(0.13) 






$ 19.916 

$ 5.86 

Income from Operations 




y 1.044 

$ ~ 041 






-- 





_ 

_ 



(A) Primarily due to saucing mix (local production in tudget vs. exports m actual). 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Actual Y-T-D Variance Fav/(Unfav) vs. Budget 


Unit 

Volume 

(mio) 

Operating 

Revenues 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mio) 

Operating 

Revenues 


Marginal Direct 

Contrib. Maritetfcg 

Net 

Contrib. 

Net 

Contrib. 

PerM 

1,826.8 

$ 52,428 

$ 

37,829 

S 914 

$ 36,915 

$ 2031 

Marlboro 

4383 

$ 12^93 

$ 

10217 $ 1,644 

$ 11,861 

S 2.16 

568.7 

9,213 


3,815 

167 

3,648 

6.41 

LAM 

193.7 

3,138 


1377 213 

1390 

a92 

71.6 

2,056 


1,262 

137 

1,125 

15.71 

Merit 

173 

507 


297 213 

510 

432 

46.1 

593 


300 

6 

294 

638 

Visa 

0.0 

(i) 


46 26 

72 

136 








All Others 

(11.9) 

(306) 


(134) 22 

(112) 





291 


291 


Std. Cost Deviations 




394 

394 





(876) 


(876) 


UFO 




(227) 

(227) 






2,104 

(2,104) 


Budget Adj. (DME) 




(2,104) 

(2,104) 


2,513.2 

$ 64,290 

S~ 

42,621 

$ 3328 

39,293 

15.64 

Total 

6383 

$ 15.931 

$' 

11.970 $ 14 

11,984 

1.07 


$ 25.58 

S = 

16.96 

$ 132 





$ (Oil) 

$ = 

0.61 $ 0.46 








6,895 

2,74 

FME. 


(A) 


(») 

(1,768) 

(aor 






998 

a40 

Indirect M®keting 





103 

ai9 






9 

aoi 

G&A 





1 

aoo 






$ 31391 

$ 12.49 

Income from Operations 





$ 10,320 

$ _ 1.25 











_ 


■Hsl 



(A) Primarily due to unfavorable brand mix (L&M vs. Marlboro). 

(B) Primarily due to lower costs, partially offset by unfavorable brand mix. 

(C) Prknarily higher export volume in anticipation of a duty increase, partially offset by unfavorable brand mix. 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 


Y-T-D Actual 


Y-T-D Variance Fav/TUnfav) vs. Budget 


Unit Operatkig Margkial Direct 

Volume Revenues Contrib. Marketing 


Net 

Contrib. 


Net 

Contrib. 

PerM 


Unit 

Vohime 


Operatkig 

Revenues 


Marginal 

Contrib. 


Direct 

Marketing 


Net 

Net Contrib. 
Contrib. Per M 


(mio) 

4,517.6 $ 

146359 $ 

108,172 $ 

2(1439 S 

87,733 $ 

19.42 

Lark 

tmioi 

900.1 $ 

29,822 $ 

23,114 $ 

8383 $ 

31397 $ 

3.85 

1,6943 

69,436 

50375 

3,423 

47,452 

28.01 

Parliament 

127.7 

6362 

5,093 

7,728 

12,821 

5.90 

1,197.6 

25315 

15,770 

1,627 

14,143 

1131 

Philip Morris 

433 

1,296 

1,461 

8,096 

9357 

7.84 

7443 

23,689 

17,931 

1(1040 

7391 

10.60 

Merit 

(13.0) 

(143) 

123 

1,090 

1313 

1.78 

7743 

24,602 

18,078 

1321 

16357 

2139 

Virginia Sims 

(5.1) 

142 

270 

7,470 

7,740 

10.07 

903 

1397 

1,190 

14 

1,176 

13.02 

L&M 

(2 S) 

(28) 

40 

127 

167 

115 

463 

1,493 

984 

1330 

(346) 

(7.47) 

All Others 

(62.9) 

(2,039) 

(1322) 

2,972 

1,650 




1320 


1320 


Std. Cost Deviations 



1,704 


1,704 




(3317) 


(3317) 


UFO 



(349) 


(349) 





36,109 

(36,109) 


Budget Adj. (DME) 




(36,109) 

(36,109) 


9,064,6 

292,991 

211,003 

74303 

136300 

15.06 

Total U3. Exports 

987.6 

35,412 

30U34 

(343) 

29,791 

l- 85 

i,nai 

13379(B) 

11,919 

1U69 

750 

0.68 

Marlboro Licensee 

(309.9) 

(1,071) 

(2,481) 


(2,481) 

(1.60] 


1(1174.7 


$ 85,672 

S 8.42, 


59 Std. Cost Deviations 

(147) UFO 

137,162 13,48 Total 6 

24315 141 FJ4E 

5,652 056 Indirect Marketing 

6,782 067 G&A 

(16,001) (137) Currency IVansaction 

5,168 050 Other 

111,046 $ 10.91 Income from Operations (A) 


59 

(104) 

677.7 S 34341 % 27,608 $" 


27365 

1.90 

(2,696) 

(an; 

184 

aos 

(56) 

ao4 

16,001 

137 

(4*934) 

(0.47 

35,764 $ 

2,98 


(A) Excludes Duty ftee business. 

(B) Represents operating revenue for L&A Supply ($3,000) and Licensee royalties ($1(\979). 

(C) Primarily due to currency translation and lower costs. 

(D) Primarily due to timing of shipments and currency translation. 


mm 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 


Y-T-D Actual 


Unit Operating Margnal Direct Net 

Volume Revenues (A) Contrib, Markethg Ccntrih. 
(mkS 


Net 

Contrib. 

PerM 


Y-T-D Variance Fav^Unfav) vs. Budget 


Unit Operating Margnal Direct 
Volume Revenues (A) Contrib. Marketing 


Net 

Net Contrib. 
Contrib. Per M 


1,396.4 $ 

27,653 

$ 16369 $ 

4,466 

$ 11,803 $ 

8.45 

Longbeacfa 

(39.9) S 

(1380) S 

(358) $ 

1,492 $ 

1,134 

1,2303 

301216 

2ft047 

5382 

14,665 

11.92 

Peter Jackson 

88.2 

1,065 

780 

199 

979 

252.1 

7,063 

4,780 

778 

4,002 

15.87 

Alpine 

(16.2) 

(532) 

(466) 

207 

(259) 

136.9 

3,663 

2330 

1,031 

1399 

9.49 

Mariboro 

(19.0) 

(642) 

(504) 

(702) 

(1306) 

44.9 

938 

534 


534 

11.89 

Fortune 

(2-4) 

(67) 

(13) 


(13) 

353 

857 

520 


520 

14.73 

Superligbts 

(4.1) 

(122) 

(53) 


(53) 


1,999 

1372 

(22) 

1394 


Vending/Cigars 


379 

884 

21 

905 

64.0 

5,045 

1,615 

1367 

48 

0.75 

All Others 

(6.7) 

2305 

(197) 

(1324) 

(1.721) 



627 


627 


Std. Cost Deviations 



626 


626 



(7) 


(7) 


UFO 









(1346) 

1,846 


Budget Adj. (DME) 




(35) 

(35) 

3,159.9 $ 

77,454 

$ 48,087 $ 

11356 

36,731 

11.63 

Total 

(o-i) s 

906 $ 

699 $ 

(342) 

357 


2451 $ 15.22 $ 


0.29 $ 


5,628 

1.78 

FJ1E. 

1343 

4,154 

131 

Indirect Marketing 

885 

4334 

134 

G&A 

1,169 

(190) 

(0.06) 

Cuirency Transaction 

189 

200 

0.07 

Other 

149 

22.705 $ 

739 

Income from Operations 

S 4392 


(A) Excludes excise taxes. 

(B) Primarily due to favorable pricing* brand mix and tawercosts, partially offset by currency translation. 

T9S£Cm02 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
(U.S. $000 OMITTED) MARCH 1993 

Y-T-D Actual Y-T-D Variance Fav4(Unfav) vs. Budget 


Unit 

Volume 

(®io) 

Operatkig 

Revenues 


M argil al 
Contrib. 


Drect Net 

Marketing Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mk>) 

Operating 

Revenues 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 

820,7 

$ 39,170 

s 

32,935 

$ 

1,467 S 31,468 

S 3854 

Marlboro 

17.8 

$ 4,216 

$ 

4*306 

$ 

3,455 

$ 7,761 

S 852 

8 3 

357 


265 


44 221 

26.63 

All Others 

(03) 

23 


32 


708 

740 

86.98 








Stock Profit 


(1500) 


(1500) 



(1500) 


1.0 

3 


3 


3 

3,00 

Royalty 

(05) 







1.00 




183 


183 


Std. Cost Deviations 




230 



230 





(294) 


(294) 


UFO 




(9) 



(9) 



# 




4,157 (4*157) 


Budget Adj.(DME) 






(4*163) 

(4,163) 


83ao 

$ 39530 


33,092 

s' 

5,668 27,424 

33.04 

Total 

17.0 

$ 2,739 

$; 

.3,059 

$ : 

0 

3,059 

3.08 


$ 47.63 

i 

39.87 

s : 

6-83 




$ 237 

$ = 

2.93 

S = 

ai5 








2,238 

2.70 

FM.E. 


( A ) 


- (B) 



(46) 

0.00 






794 

0.96 

Indirect Marketing 







146 

0.20 






(142) 

(ai8) 

Currency Transaction 







142 

0.16 






S 24.534 

$ 2956 

Income from Operations 







S 3501 

S 3.44 















■■ECsl 



(A) Primarily due to favorable pricing. 

(B) Primarily due to favorable pricing and lower costs. 

(C) Primarily due to timing of shipments, favorable pricing and lower costs. 


HONGKONG 
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(U.S. $000 OMITTED) 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 


Y-T-D Actual 



Unit Operating Marginal 
Volume Revenues (A) Contrib 


1035)1 


Marketing Contrib. 


Net 

Contrib. 

PerM 


234.4 S 
25Z1 

43.2 

45.2 

19.3 


5,774 $ 
8,165 
1,411 
678 
894 


4,008 $ 
5,400 
1,048 
284 
601 
165 
(214) 


594.2 $ 16,922 8 11,292 $ = 

$ 28.48 $ 19.00 $_ 


1 3,578 $ 

1536 

Marlboro 

5,312 

21.07 

Parliament 

974 

22^5 

Virginia Slims 

284 

6.28 

L&M 

532 

2736 

All Others 

165 


Std. Cost Deviations 

(214) 


UFO 

(2,715) 


Budget Adj. (DME) 

7,916 

1332 

Total 

1,605 

2.70 

F MM. 

685 

1.15 

Indirect Marketing 

415 

a70 

G&A 

459 

a77 

Currency Transaction 

(H) 

(0-02) 

Other 

i 4,763 S_ 

8.02 

Income from Operations 


Y-T-D Variance Fav/(Unfav) vs. Budget 


Unit Operating Marginal 
Volume Revenues (A) Contrib. 
(mio) 


Marketrig Contrib. 


Net 

Contrib 

PerM 


(A) Excludes excise taxes. 

(B) Primarily due to favorable pricing and lower costs. 

(C) Primarily due to favorable volume and price, and lower costs, partially ofifeet by currency transaction losses. 


(1.2) $ 107 $ 171 $ 1,486 $ 1,657 $ 7.11 

(6.8) (21) 291 932 1,223 5.28 

114 427 333 306 639 11.67 

63 116 50 50 033 

13 326 208 (9) 199 

317 317 

(9) (9) 

(2,715) (2,715) 

18.2 $ 955 $~ 1,361 $ 0 1361 L95 

$_OT6 $ 1.77 $ 0.18 


860 $ 1.24 


ItiJl 


f’9C<d,CCf'K0g 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
(U.S. $000 OMITTED) MARCH 1993 

Y-T-D Actual ** Y-T-D Variance Fav/(Unfav) vs. Budget 


Unit 

Volume 

(mio) 

Operathg 
Revenues (A) 


Marginal 

Contrib. 

Direct 

Marketing 

Net 

Contrib. 

Net 

Contrib. 

PerM 


Unit 

Volume 

(mio) 

Opiating 
Revenues (A) 


Marginal Direct 

Contrib. Marketng 

Net 

Contrib. 

Net 

Contrib. 

PerM 

770.1 

$ 6350 

$ 

3,452 

$ 2303 

$ 949 

$ 1.23 

Marlboro 

34.1 

$ 

(844) 

$ 

(895) $ (1,054) 

$ (1,949) 

$ (27i; 

8023 

4,980 


2,785 

(1) 

2,786 

3.47 

Palace 

(164.0) 


(855) 


(216) 628 

412 

1.01 

469.5 

2,838 


1,644 

3 

1,641 

330 

Mustang 

(2623) 


(1381) 


(761) 621 

(140) 

1.07 

482.9 

3,003 


1342 


1,942 

4.02 

Luxor 

(21.7) 


(42) 


112 

112 

039 

239.4 

2331 


1,630 


1,630 

631 

Galaxy 

(29.2) 


(294) 


(»1) 

(201) 

(0.01] 

275.2 

1,714 


1,082 


1,062 

3.93 

MisturaFria 

(55.1) 


(280) 


(99) 

(99) 

035 

1,134.9 

7,950 


3,428 

1,160 

2368 

2.00 

L&M 

228.1 


1,694 


1,118 490 

1,608 

1.27 

573.7 

3,722 


612 

1355 

(743) 

(130) 

All Others 

164.0 


742 


(1303) (707) 

(2,010) 





(1303) 


(1303) 


Std. Cost Deviations 





(1303) 

(1303) 






856 

(856) 


Budget Adj. (DME) 





239 

239 


4,748.2 

$ 32,888 

s 

15372 

$ 5,876 

9396 

1.98 

Total 

(106.4) 

$ 

(1,460) 


(3348) $ 217 

(3331) 

(064: 


$ 6.93 

i 

3.22 

$ 1.24 





$ 

(ai5) 

$ 

(0.66) $ 0.02 








1,926 

0l41 

FJM.E. 





(B) 

662 

012 






7322 

138 

Indirect Marketing 






(188) 

(007] 






2,412 

031 

G&A 






210 

003 






(1*957) 

(R41) 

Currency, Net 






1,919 

040 






(36) 

(R01) 

Other 






36 

O01 






S (471) $ (0110) 

Income from Operations 






Dh221 




_ 







_ 


__ 


EhsI 

l 


** Slideback February 1993 (December 1992 - February 1993) 

(A) Excludes excise taxes. 

(B) Primarily due to increased trade deal activity and brand mix (higher L&M). 

(G) Primarily due to lower volume, trade deal activity and unfavorable brand mix, partially offset by 
currency translation gains (higher devaluation on net liability position). 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 


(U.S. $000 OMITTED) MARCH 1993 

_ Y-T-D Actual *» _ Y-T-D Variance Fav/fUnfav) vs. Budget 


Unit 

Volume 

(tons) 

Operating 

Revenues 

Marginal Direct 

Contrib. Marketing 

Net 

Contrib. 

Contrib. 
Per Kilo 


Unit 

Volume 

(tons) 

Operathg 

Revenues 


Marginal 

Contrib. 


Direct 

Markethg 

Net 

Contrih. 

Contrib. 
Per Kilo 

429 S 

3422 $ 

L772 $ 

235 $ 

1437 $ 

338 

Tablet Confect 

95 

$ 868 

$ 

197 

$ 

(215) $ 

(18) 

$ (1.08] 

16 

64 

27 


27 

1.69 

Tablet Cooking 

(10) 

(28) 


_ (15) 



05) 

0.07 

445 

3*586 

1,799 

235 

1*564 

331 

Total Tablets 

85 

840 


182 


(215) 

(33) 

(0.93; 

578 

2,418 

1,058 

10 

1,048 

1.81 

Alfajores 

40 

147 


61 


(10) 

51 

(0.04; 

29 

153 

51 

3 

48 

1.66 

Wafers 

7 

37 




(3) 

(3) 

(0.66; 

18 

76 

27 


27 

130 

Small Bites 

18 

76 


27 



27 

130 

625 

2,647 

1,136 

13 

1,123 

130 

Total Countlines 

65 

260 


88 


(13) 

75 

(007] 

35 

181 

100 


100 

2.86 

Pralines 

1 

(i) 


(10) 



(10) 

(038 

8 

15 

4 


4 

030 

Instant 

8 

15 


4 



4 

030 

70 

272 

95 


95 

136 

Industrials 

(8) 

(76) 


(72) 



(72) 

(a78; 

1387 

3328 

947 

154 

793 

037 

Candies 

33 

38 


(152) 


(54) 

(206) 

(ai7] 

2*570 

iao29 

4*081 

402 

3,679 

1.43 

Total Suchard 

184 

1,076 


40 


(282) 

(242) 

(021] 

505 

2,928 

1,418 


1,418 

231 

Nestle 

102 

678 


260 



260 

(006; 




(234) 

234 


Budget Adj. (DME) 






376 

376 



1Z957 $ 

5.499 $ 

168 

5331 

1.74 

Total 

286 

$ 1.754 

i 

300 


94 

394 

(0°4; 

BBLGSwk 















s 

4.21 $_ 

1.79 $ 

0.05 





$ 030 

$ 

(0.08) 

s = 

0.04 




' 







(B) 


(C) 









2326 

032 

FME. 







243 

017 





978 

032 

Indirect Marketing 







(85) 

ooo 





1,928 

a63 

G&A 







108 

010 





146 

aas 

Currency, Net 







(8) 

ooo 

* . 




110 

0.04 

Other 







(110) 

(003 


$ 

1357) $ 

(M2) 

Income from Operations 






$! 

542 

$ 020 


•• Slkfeback February 1993 (December 1992 - February 1993) 

(A) Excludes aports, 

(B) Primarily due to product mix (higher chocolate ccnfcctionaiy vs. candies). 

(C) Primarily due to higher milk and warehousing costs, partially offeet by favorable predict ink. 

(D) Mainly due to higher volume (earlier pre-season pipelining) and favcrable product mix. partially offset ty higher costs. 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 


(U.S. $000 OMTTTED) 

Y-T-D Actual 

♦♦ 



MARCH 1993 

Y-T-D Variance Fav/(Unfav) vs. Budget 



Unit Operating 

Volume Revenues 
(tons) 

Marghal 

Contrib. 

Drect 

Marketing 

Net 

Contrib. 

Net 

Contrib. 
Per 10 
liters 


Unit Operating Marginal Direct 

Volume Revenues Contrib. Markethg 

_(L°q?)_ 

Net 

Contrib. 

Net 

Contrib. 
Per 10 
Liters 

MU99.0 $ 23315 

$ 14331 

$ 

1314 

$ 12,817 

$ 1237 

Impulse 

(4,202.0) $ (7363) $ (4,004) $ 773 $ 

(3331) 

$ 1.43 

11,988.0 12362 

4,988 


153 

4335 

4.03 

Take Home 

(3,114.0) (3,986) (1341) (138) 

(1,479) 

(<xi5; 

4,791.0 4,781 

2391 


13 

2378 

4.75 

Bulk 

(829.0) (1351) (652) 115 

(537) 

(0.26 

368.0 994 

520 


7 

513 

13.94 

Whipped Topping 

(66.0) (150) (116) 12 

(104) 

(0.28 

530.0 80S 

465 


10 

455 

838 

Foodservice 

(63.0) (90) (22) 38 

16 

1.18 

96.0 361 

174 


257 

(83) 

(8.65) 

Movenpick 

110 61 (15) (97) 

(112) 

(1110] 

173 

93 



93 


All Others 

0.0 31 128 0 

128 





4381 

(43*1) 


Budget Adj. (DME) 

(703) 

(703) 



$ 22362 

$_ 

6335 

16327 

5.91 

Total 

(8362.01 S (12,7281 $ (6,0221 $ 0 

(6,022) 

(032) 

$ 1530 

$ 8.17 

$_ 

236 




$ (0.021 $ 030 $ (0321 







3,975 

1.42 

F ME. 

(A) 

(519) 

(MT 





3,193 

1.14 

Indirect Marketing 


(463) 

(039 





2378 

asi 

GAA 


(647) 

(036 





1311 

0.47 

Currency, Net 


(2,117) 

(a69] 





(433) 

(ai5) 

Other 


106 

ao7 





$ 6,203 

$ 2.22 

Income from Operations 

s; 











aHLjg 

— i 


M Slideback December 1992 (October 1992 - December 1992). 

(A) Primarily due to lower milk and warehousing costs. 

(I t Prinarily due to lower volume caused by unseasonably cooler weather and currency translation losses (higher devaluation on net asset position). 
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(U^. $000 OMITTED) 

Y-T-D Actual ** 


PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
MARCH 1993 

Y-T-D Variance Fav^Unfav) vs. Budget 


Unit 

Volume 

(tons) 

Operating 

Revenues 


Margktal 

Contrib. 

Drect 

Marketing 

Net 

Contrib. 

Net 

Contrib. 
Per kilo 


Unit 

Volume 

(tons) 


Operathg 

Revenues 


Marginal Direct 

Contrib. Marketing 

Net 

Contrib. 

Net 

Contrib. 
Per kilo 

2,116.0 $ 

2,952 

$ 

W25 S 

661 

$ 864 $ 

Q.41 

Beverages 

340.0 

s 

323 

$ 

156 $ (154) S 

2 S 

(0.08; 

224.0 

1,180 


632 

98 

534 

238 

Others (Gen Foods) 

51.0 


172 


74 51 

125 

0.02 

929.0 

4,966 


1,805 

509 

U96 

1.40 

Cheese 

273.0 


1,023 


185 (89) 

96 

(0.43; 

251.0 

635 


338 

88 

250 

1.00 

Viscous 

(37.0) 


(296) 


(153) 24 

(129) 

(032 

371.0 

631 


312 

88 

224 

0.60 

Margarine 

175.0 


252 


148 (41) 

107 

aoo 

405.0 

1,097 


566 

104 

462 

1.14 

Others (Kraft) 

57.0 


(11) 


124 26 

150 

0.24 

362.0 

U19 


506 

88 

420 

1.16 

Meats (Oscar Mayer) 

21.0 


(43) 


126 (3) 

123 

0.29 








All Others 





(147) 

(147) 






51 

(51) 


Budget Adj. (DME) 





(41) 

(41) 


ISC 

12,980 

$ 

5.686 $ 

1,687 

3,999 

036 

Total 

880.0 


1,420 

$ 

660 $ f.3741 

286 

(0.12; 

$ 

2.79 

s_ 

1.22 $ 

036 





$ 

(0.27) 

$ 

(ttll) $ f0.011 















(A) 




220 

0.05 

F ME. 

15 

aoi 

431 

0.09 

Indirect Marketing 

95 

aos 

439 

ao9 

G&A 

63 

0.04 

0 

aoo 

Currency, Net 

0 

0.00 

(42) 

aoo 

Other 

67 

aoi 

$ 2.951 $ 

a63 

Income from Operations 

$ 526 $ 

(aoi 


i- - - m 

•• Slideback February 1993 (December 1992 -February 1993) 

(A) Primarily due to unfavorable pricing (budgeted price increases not implemented in cheese and viscous), partially offset by lower costs. 

(B) Primarily due to volume growth in beverages (Kool-Aid) and Cheeses (Kraft Singles and Cheez-Wiz) as a result of trade promotions, 
partially offset by unfavorable pricing. 
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PHILIP MORRIS INTERNATIONAL 
BRAND INCOME ANALYSIS - MAJOR MARKETS 
(U.S. $000 OMITTED) MARCH 1993 

Y-T-D Actual ** Y-T-D Variance Fav/(Unfav) vs. Budget 


Unit 

Volume 

(tons) 

Operathg 

Revenues 


Margnal 

Contrib. 

Direct 

Markethg 

Net 

Contrib. 

Net 

Contrib. 
Per kilo 


Unit Operathg 

Volume Revmues 
(tons) 


Marghal 

Contrib. 

Direct 

Markethg 

Net 

Contrih 

Net 

Contrib. 
Per kilo 

3,837.0 

$ 6,898 

( 

U20 

$ 514 

$ 1,006 

S 026 

Viscous 

(775.0) $ (1,304) 

S 

(495) 

$ 

36 

$ (459) 

$ (006; 

1,034.0 

4,188 


993 

314 

679 

0.66 

Cheese 

(9.0) (214) 


(64) 


12 

(52) 

(0.04 

185.0 

443 


125 

20 

105 

057 

All Others 

(19.0) (13) 


(29) 


(6) 

(35) 

(0.12 





(66) 

66 


Budget Adj. (DME) 





47 

47 


5,056.0 

$ 1U29 

$ 

2,638 

$ 782 

1,856 

037 

Total 

(803.0) $ (1,531) 

$. 

(588) 

$_ 

89 

(499) 

(ao3; 


1 2.28 


052 

$ 0.15 




$ 005 

$ = 

fao3) 

$_ 

aoo 








708 

0.14 

F MM. 






24 

(0.02 






592 

0.12 

Indirect Marketing 






(89) 

( 0 . 03 ; 






608 

0.12 

O&A 






70 

0.00 






(117) 

(0.02) 

Currency, Net 






116 

0.02 






(33) 

(Ml) 

Other 






84 

aoi 






$ 96 

S 002 

Income from Operations 






$ (294) 

$ (0.05 


** Slideback February 1993 (December 1992 - February 1993). 

(A) Primarily due to underperformance of Oourmesa (value priced mayonnaise) as a result of out-of-stock positions (production) coupled with delayed launching 
of Shelf Stable Margarine and Miracle Whip. 
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PHILIP MORRIS INTERNATIONAL 
BALANCE SHEET HIGHLIGHTS 

(USJMILLIONS) MARCH 1993 


Account 

Increase/( Decrease) 
vs. February 28,1993 

Due Primarily to: 

Accounts receivable, trade 

$70.5 

Timing of collections at PM KK (Japan), higher U,S, export shipments, and the consolidation 
of Massalin Particulares (Argentina) and Suchard (Argentina). 

Accounts receivable, affiliates 

177,1 

Cash mobilization loans to PM Companies. 

Leaf tobacco . 

54.3 

Consolidation of Massalin Particulares (Argentina), partially offset by higher production at 

PM Germany and PM Holland, and currency translation. 

Finished products 

74.3 

Higher production at PM Germany and PM Holland, and lower sales at FTR (Switzerland). 

Property, plant & equipment 

106.4 

Consolidation of Massalin Particulares (Argentina), Suchard (Argentina), and Argentina Holding?. 

Goodwill A other intangible assets 

76.8 

Additional investment in Tabak (Czech Republic). 

Accounts payable 

152.1 

Timing of payments at PM Germany. 

Accrued excise tax liabilities 

(107,4) 

Timing of payments at PM Germany. 
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PHILIP MORRIS INTERNATIONAL 
CONSOLIDATED BALANCE SHEET 

(U.S. $000’s OMITTED) AS AT MARCH 31, 1993 


. —. 


Inc/(Dec) From: 



Inc/(Dec) From: 

ASSETS 

ACTUAL 

Feb. 28,1993 

UABIUTIES 

ACTUAL 

Feb. 28,1993 

Cash and Cash Equivalents $ 

118,859 

$ (249,140) 

Notes Payable 

S 63,651 

$ 46,280 

Accounts Receivable, Trade 

1,112,508 

70,516 

Current Portion of Long-Term Debt 

1,785 

1,785 

Less, Allowances _ 

Trade Receivables - Net 

35,026 

1,077,482 

548 

69,968 

Accounts Payable 

326,127 

152,106 


Accounts Payable, Affiliates 

177,429 

24,437 

Accounts Receivable, Affiliates 

998,738 

177,092 

Accrued Excise Tax Liabilities 

721,133 

(107,409) 

Accounts Receivable, Other 

136,312 

19,641 

Accrued Marketing Expenses 

Accrued Other liabilities 

169,322 

470,296 

(6,082) 

92,605 

Inventories 



Income Taxes Payable 

701,834 

17,620 

Leaf Tobacco 

1,144,757 

54,319 




Finished Product 

899,718 

74,265 

Dividends Payable - P.M. Companies 

20,611 

(34,974) 

Other 

183,669 

7,226 

CURRENT UABIUTIES 

2,652,188 

186,368 

UFO Adjustment 

(38,947) 

(1.691) 




Total Inventories 

2,189,197 

134,119 

Long-Term Debt 

11,140 

11,140 

Prepaid Expenses 

44,694 

7,242 

Deferred Income Taxes 

28,106 

(62,209) 

CURRENT ASSETS 

4,565,282 

158,922 

Deferred Credits 

131,180 

99,892 




Other Liabilities 

146,715 

315 

Investments in and Loans to 






Unconsolidated Subsidiaries 



Outside Shareholder Interest 

89,059 

(15,264) 

and Affiliates 

130,037 

18,085 

STOCKHOLDER’S EQUITY 
Common Stock 

1,500 

0 




Additional Paid-In Capital 

1,068,060 

0 

Property, Plant & Equipment, at Cost 

2,163.820 

216,245 




Less, Accumulated Depreciation _ 

1,008,126 

109,857 

Beginning Retained Earnings 

1,315,878 

0 

Property, Plant A Equipment, Net 

1,155,694 

106,388 

Net Earnings 

500,262 

182,648 




Dividends Declared 

0 

0 




Total Retained Earnings 

1,816,140 

182,648 

Goodwill and Other Intangible 



Cumulative Translation Adjustment: 



Assets, Less Amortization 

323,282 

76,809 

Prior Year 

292,387 

0 




Current Year 

(40,324) 

(37,230) 

Other Assets 

21,856 

5,456 

Accumulated Translation Adjustment 

TOTAL UABIUTIES AND 

252.063 

(37,230) 

TOTAL ASSETS $1 

6,196,151 

$ 365,660 

STOCKHOLDER’S EQUITY 

$ 6,196,151 

S 365,660 

___ 



_ 
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PHILIP MORRIS INTERNATIONAL 
CASH FLOW HIGHLIGHTS 
MARCH 1993 


(US $ MILLIONS) 
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PHILIP MORRIS INTERNATIONAL 
CONSOLIDATED STATEMENT OF CASH FLOWS 
(US $000OMITTED) MARCH 1993 



For The Three Months Ended March 31, 

For The Year Ended December 31, 


1993 

1992 

1993 Budget 

1992 

Operating Cash Flows: 

Net Earnings 

$500262 

$369,177 

$1394345 

$1342,193 

Adjustments to Reconcile Net Earning to Operating Cash Flows: 





Depreciation and Amortization 

Deferred Income Tax (BenefityProvision 

27,753 

26,768 

132379 

120310 

(54,215) 

(26,580) 

(32386) 

13305 | 

Equity Participation in Unconsolidated Companies 

8,252 

1362 

13373 

14,102 

Minority Interest in Net Earning* 

5,784 

— 

26,729 

— 

Gain to PM Espana on sale of TSA Investment 

— 

— 


— 

Interest (Income/Expensc, net of tax 

(11,813) 

(1316) 


(17348) 

Corporate Assessments, net of tax 

9,255 


38339 

34316 

Sub Total 

485,278 

376,495 

1311366 

1307378 

Changes in Operating Assets and Liabilities: 





(IncreaseyDecrease in Receivables, Net 

(284,627) 

(223,774) 

(183329) 

(33358) 

Decrease/(Incrcasc) in Inventories 

114,265 

(9,701) 

(15,418) 

(117,180) 

(IncreaseyDecrease in Other Current Assets 

(26395) 

(23,591) 

(9327) 

18317 

IncreaseyDecrease) in Accounts Payable 

70,494 

(493341) 

377304 

(496,457) 

(Decreaseyincrease in Accrued Liabilities 

(148,025) 

190356 

(342,949) 

373351 

IncreaseyDecrease) in Income Taxes Payable 

113,905 

178340 

111357 

56323 

IncreaseyDecrease) in Other Long-Term Liabilities 

4,168 

5351 

24308 

16382 

Other Net Cash Flows from Operating Activities 


_(261) 


9308 

Net Cash Providcd/(Used) by Operating Activities 

326,815 

174 

1,747,119 

1334,664 

Capital Expenditures 


(48,103) 

(381365) 

(222,946) 

Free Cash Flow 

257,661 


1365354 

1,111,718 

Investing Cash Flows 

Acquisitions, net of cash acquired: 

Tabak (Czech Republic) 

(131,709) 


(1325>16) 

(108,783) 


(23,562) 

(1,910) 

(22378) 

(10,900) 

All Other Investing 





Investment in PH1LSA (Turkey) 

Investment in Russia/other Cl S. 

(25,668) 

(16,440) 

(50300) 

(108332) 

(43,172) 

Investment in Poland 

— 

— 

(250,000) 

— 

Investment in Latin America Food 

— 

— 

(307322) 

— 

Other Investments 

— 

— 


— 

Acquisitions / Investments in Unconsolidated Affiliates 

(180,939) 

(18350) 

(885391) 

(162355) 

Proceeds from Disposals of Fixed Assets 

1,260 

3,120 

3300 

3,900 

Proceeds to PM Espana from Sale of TSA Investment 

— 

-- 

24340 

-- 

Proceeds from Sale of Oscar Mayer (Venezuela) 

980 

980 

980 

980 

Net Cash (UsedyProvided by Investing Activities 


,r: . 

7555671) 


Free Cash Flow (after Iavesting/Acqnisitioa Activity) 

$78,962 

($62,179) 

$510,183 

$953,743 




___i 


US&MXZQZ 
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Philip Morris International 
Trade Receivable - Major Customers 
March 31, 1993 

(US $000 OMITTED) 


CUSTOMER 

MARKET 

BALANCE 

CURRENT 

PAST DUE 

1-30 DAYS 31 & OVER 

SUBSEQUENT RECEIPTS 

ON PAST DUES 

1-30 DAYS 31 & OVER 

Italian Monopoly 

Italy 

$117,013 

$114,287 

$1,831 

$895 

$0 

$0 

Nissho Iwai Corp. 

Japan 

108,714 

108,714 

0 

0 

0 

0 

Mitsui & Co. 

Japan 

106,037 

106,037 

0 

0 

0 

0 

Seita 

France 

86,858 

81,335 

5,374 

149 

5,374 

0 

Tekel 

Turkey 

70,825 

46,815 

14,260 

9,750 

5,588 

9,750 

Hong Kong Tobacco Co. 

Hong Kong 

39,523 

39,523 

0 

0 

0 

0 

Regie Co. Inter. 

Lebanon 

29,386 

29,386 

0 

0 

0 

0 

TSA 

Spain 

25,301 

22,993 

1,694 

614 

1,694 

600 

East Asiatic Co. 

Singapore/Asia DF 

23,773 

23,418 

355 

0 

355 

0 

Al Rashideen 

UAE/Turkey/lran 

20,706 

20,200 

0 

506 

0 

0 

Weitnauer 

Various DF 

17,707 

11,483 

5,892 

332 

3,570 

0 

Mansur Group 

Latin America Exports 

12,654 

12,349 

305 

0 

289 

0 

Gloria SRL 

Latin America Exports 

12,502 

12,502 

0 

0 

0 

0 

A. Latif Al-Babtain 

Saudi Arabia 

11,893 

11,893 

0 

0 

0 

0 

P.T. Tresno 

Indonesia 

8,497 

8,497 

0 

0 

0 

0 

Mid - Pacific Liquor 

Guam 

8,340 

8,340 

0 

0 

0 

0 

ZPT 

Poland 

7,977 

7,977 

0 

0 

0 

0 

Papastratos 

Greece 

7,926 

7,910 

7 

9 

0 

0 

A. Aziz S. Al-Babtain 

Kuwait 

6,922 

6,922 

0 

0 

0 

0 

Marmande Group 

Asia DF 

6,873 

6,873 

0 

0 

0 

0 

A.A. Jatloh 

Guinea/Gambia/W. Africa 

6,424 

5,762 

0 

662 

0 

402 

H. Joerss 

Germany 

6,208 

5,647 

561 

0 

561 

0 

Industries Montanya 

Andorra 

6,151 

4,728 

1,423 

0 

1,423 

0 

R.J. Reynolds 

Malaysia 

6,052 

6,035 

17 

0 

0 

0 

Total Highlighted 


$754,262 

$709,626 

$31,719 

$12,917 

$18,854 

$10,752 

Total 

Percent Highlighted 


$1,007,482 

75% 
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PHILIP MORRIS INTERNATIONAL 
KEY FINANCIAL RATIOS 
MARCH 1993 


RETURN ON ASSETS 

RETURN ON MANAGEMENT INVESTMENT 


Twelve Months Ended 

Twelve Months Ended 


3/31/93 

3/31/92 

3/31/93 3/31/92 

Total PMI 

23.2% 

22.1% 

Total PMI 46.1% (1) 

47.1% 

Sslgpted Affiliates 



Selected Affiliates 


PM Germany 

10.5% (2) 

11.4% 

PM Germany 39.2% (2) 

45.5% 

PM Holland 

39,7% (2) 

47.3% 

PM Holland 39.3% (2) 

67.2% 

FTR (Switzerland) 

18.7% (3) 

22.9% 

FTR (Switzeriand) 32.9% (3) 

41.8% 

PM Australia 

18.6% 

14.6% 

PM Australia 31.4% (4) 

34.4% 

Return on Assets: 



Return on Management Investment* 



Net Income (a) 


Income From Operations (c) 



Average Total Assets (b) 

Average Management Investment (d) 

(a) Excludes, cm an after- 

tax basis, interest income on excess cash 

(c) Includes amortization of intangible assets. 


balances, interest expense, outside shareholders interest, and 



corporate assessments. 


* 

(d) Based on management investment over the last twelve months. Defined as 




total assets (including PM USA allocations and excluding cash and 

(b) Based on total assets over the last twelve months. Includes PM USA 

cash equivalents) less current liabilities (excluding interest bearing debt and 

asset allocations. Excludes excess cash balances. Intercompany balances 

income tax liabilities). Intercompany balances of anon- 

-operating 

of a non-operating nature are also excluded. 


nature are also excluded. 



(1) Decrease over prior period is primarly due to higher average leaf aod finished goods inventory (primarily higher leaf inventory held at FTR for Brazilan and Eastern Europe production, 
higher finished goods held by PM Germany in 1992 for the domestic market, higher inventory allocation from PMUSA, and currency translation), increased capital expenditures (primarily 
at PM Holland and PM Germany), the net assets and goodwill arising from the acquisition of Ttbak (Chech Republic) and Bgri (Hungary), and capital infusion and equity losses 

in Philsa (Turkey^ partially offset by growth in income from operations. 

(2) Decrease from prior period was primarly due to higher average inventory, increased capital expenditures, and currency translation. 

(3) Decrease from prior period was primarly due to higher leaf inventory for Braxilan and Eastern European production and currency translation. 

(4) Decrease from prior period was primarly due to lower Income from Operations and a decrease in average trade payables (primarily a change in the method of financing 
leaf purchtses in 1992), partially offset by currency translation. 
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PHILIP MORRIS INTERNATIONAL 
KEY EXCHANGE RATES 
MARCH 1993 


Income Statement Rate 


Balance Sheet Rate i 

Y-T-D 

% Reval/(Deval) 




% Reval/(Deval) 

Average Rate 

vs. Budget vs. Prior Year 

Currency 

at Month end 

vs. Dec. 1992 

32.64 

2.48 

(1.41) 

Belgian Franc 

32.64 

0.00 

$1.53 

0.00 

(16.39) 

British Pound 

$1.53 

0.00 

1.58 

3.16 

(0.63) 

Deutsche Mark 

1.58 

0.00 

1.78 

2.81 

(1.12) 

Dutch Guilder 

1.78 

0.00 

5.36 

2.99 

(0.56) 

French Franc 

5,36 

0.00 

1,427.00 

2.86 

(17.50) 

Italian Lira 

1,546.00 


1.45 

0.00 

(4.14) 

Swiss Franc 

1.51 


82.59 

11.39 

(7.43) 

Hungarian Forint 

88.95 


28.63 

4.79 

0.98 

Czech Koruna 

28.70 

(0.70) 

8,886.67 

7.51 

(38.56) 

Turkish Lira 

9,668.00 

(12.60) 

$0.69 

1.47 

(8.00) 

Australian Dollar 

$0.71 

2.90 

121.00 

3.66 

3.80 

Japanese Yen 

116.00 

4.31 

25.30 

(0.08) 

(0.20) 

New Taiwan Dollar 

25.90 

(3.47) 

791.00 

(0.19) 

(4.34) 

Korean Won 

791.00 

0.00 

3.10 

2.58 

0.00 

Mexican Peso 

3.10 

0.00 

1.00 

0.00 

(1.00) 

Argentina Peso 

1.00 

(1.00) 




Cross Rates: 



801.69 

0.05 

(16.56) 

Lira/DO 

868.54 

(11.38) 

903.17 

(0.29) 

(16.97) 

Lira/DM 

978.48 

(11.38) 

3.01 

0.17 

0.56 

FF/DG 

3.01 

0.00 

3.39 

(0.15) 

0.09 

FF/DM 

i 

3.39 

0.00 




Page 28 


Source: https://www.industrydocuments.ucsf.edu/docs/ylblOOOO 











